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Foremost in Metal Business Furniture 

















GF METAL BUSINESS FURNITURE A new world of pleasure and comfort awaits you in the superbly 
styled GF **LOGAN” private office. Radiating warmth and friend- 
liness, the ““Logan”’ is created for accomplishment. 





This beautiful office can be yours exactly as pictured here, even 
created fo to the lamps, draperies and carpeting, if you like . . . or choose | 

eee l individual pieces to suit your personal requirements and 

taste. Either way, you'll enjoy the many advantages of the famous 

MODE-MAKER desk and console, as well as GOODFORM 


accomplicghment | sss 


GF lifetime metal business furniture is available in a wide variety 

of decorator colors and upholstery fabrics, offering unlimited 

latitude in selecting the “just right’ combination for you. 
For complete information and the address of the nearest showroom 
where you can see the “Logan” set up, write today to The General 
Fireproofing Co., Dept. M-58, Youngstown 1, Ohio. 





GF metal business furniture is a GOOD investment 


(Circle 432 for more information) 








iu 
1 
! 
! 
i 
t 
L} 
! 
1 
i} 
t 
! 
! 
L 
t 
! 
' 
I 
t 
t 
I 
! 
! 
L] 
1 
L 
| 
1 
! 
' 
t 
L} 
! 
L 
i 
I 
I 
! 
! 
I 
I 
! 
i 
Ly 
I 
' 
' 
L 
! 
I 
t 
! 
| 
L} 
! 
! 
! 
! 
‘ 
I 
' 
t 
I 
! 
t 
I 


463 472 481 
464 473 482 
465 474 483 
466 475 484 
467 476 485 
468 477 486 
469 478 487 
470 479 488 
471 480 489 


PLEASE PRINT 


Company 

Address 

City 

No. Employees in Firm 
Type of business 


PLEASE SEND ME THE ITEMS CHECKED 


MANAGEMENT METHODS for one year at $5.00 
———SCIENTIFIC INVENTORY CONTROL at $12.50 each 
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Payment enclosed Bill me 
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Title 
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the 99" 
doing here ? 


what’s 


Brokerage offices use the 99 Calculator to 
tote up the day’s trading and figure their 
commissions. Its great speed and never failing 
accuracy make it a “natural” to back up stock 
market transactions. 

Customers as well as brokers rely on the 
Remington Calculator. It’s fully automatic, has 





touch method operation and it prints too! 
That’s why so many “blue chips” use the 99 
Calculator for cost accounting...inventories... 
payrolls and all business mathematics. 


Remington. Fland 


DIVISION OF SPERRY RAND CORPORATION 


(Circle 463 for more information) 
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New G-E Thinline Room Air Conditioner 





fits anywhere—takes up 4 less space 














Amazing versatility gives old and new 


buildings low-cost, area-by-area air conditioning 


Because of its unique spacesaving 
design, the General Electric Thinline 
Room Air Conditioner can be in- 
stalled in virtually any window space 
with little or no projection either in- 
side or out. 

It can even be installed either all- 
inside or all-outside the windows and 
still project less than previous corre- 
sponding models. 


Thinline Room Air Conditioner in- 
stallation offers you efficient, low-cost 
operation by cooling only the areas of 
the building in use at any given time. 
With an Accessory Timer, available 


at slight additional cost, Thinlines can 
be set to go on and off automatically 
on a pre-arranged schedule for a 
seven-day cycle. 

When you invest in Thinline, you 
are assured of General Electric’s fa- 
mous dependability. You can rely on 
prompt delivery and installation. All 
units backed by a written guarantee. 


The G-E Thinline is available in 4, 
¥, and one horsepower models, all in 
the same sized housing. General Elec- 
tric Company, Appliance Park, Louis- 
ville 1, Kentucky. Most models avail- 
able in Canada. 


Progress /s Our Most /mportant Product 


GENERAL @ ELECTRIC 


(Circle 431 for more information) 














Only} 16 | inches thin 


Fits flush with wall, with little or no overs 
hang. To install through the wall in new con- 
struction, build in the all-metal sleeve where you 
intend to place a Thinline. Seal the sleeve until 
you are ready to install the unit. Then, slip the 
unit into the sleeve for weather-tight installation. 


MANAGEMENT METHODS 





MANAGEMENT 
ML HK i % H. ©O DD S SEPTEMBER 1956 * VOLUME 10 NO. 6 


CONTENTS 


The businessman’s opinion of management consultants .................0.0.00 eee eee 14 


Are consultants worth what they cost? Not all businessmen agree. This MM sur- 
vey of company practice gives the pros and cons. 


Weaver of Bettinger: how he male it GOW... 6. 5 ss Create bs cies edss Peas t een 32 


The first of a monthly series profiling the new kind of manager, showing how he 
solves administrative problems in the operation of his own company. 


ee 6 ry eee ere ee rege ete 36 


Capsule reports in human relations, highlighting significant research in human 
behavior and group dynamics. 


Case history results of a management development program ......................00. 39 
Actual experiences with the Performance Review technique, detailing positive 
results of the program. 
Increase customer inventories without credit risk............000.00 000 ccc cece eee eee 42 
A refinement on field warehousing helps manufacturers to sell more goods profit- 
ably by extending inventory assistance to customers. 
How to obtain the ultimate in business insurance—the commercial property floater ........ 44 
Although no insurance company as yet offers a totally comprehensive commercial 
property policy, here’s how to obtain comparatively full coverage. 
How to leave a community when you relocate ............... 0.00 cece eee cece eaes 67 
When you close down your facilities and move to another location, here’s a prac- 
tical program in community relations action which can ease the blow to the com- 
munity “left behind.” 
Am ope Tor @ GB 606 os ies Geen veens eee ees» a ee 76 
Here is a simple explanation of the real meaning of government statistics, with 
details of how to read and use them. 
How to develop a public relations program ................. 0. cece ccc cece cc eee eeeecee 84 
An explanation of the vital prerequisites of PR, documented with case histories 
of programs that succeeded and failed. 
1056 BEST PLACE TO Wale. Ae oe eee ee eee ee 101 
DEPARTMENTS AND SHORT FEATURES 
Inside Management Methods .................. 6 Free evaluator to test business letter effectiveness 
Point and counterpoint: letters to the editor ..... 10 Cold canvassing pays off using team approach 
Oe ag ‘ ees 18 Rotary drill used as fraud prevention perforator 
What they said: a review of current surveys .... New tub file simplifies and speeds record handling 
pe eae a ae eer Executive literature of interest to management 
ad i Le MOCTRL CAPRREC Gee cc eh ee eee Ree ee ee 98 “ . 
Sak Quis: recon comet reateed - Ideas from abroad: French firm profits from “di- 
How to use a labor pool to pick the best worker .. 54 arse Pe 
rect GUN oo kkk hed ences cUa ve sheen 74 
FROMMER GERERUEE: ose ns e565 Fiche vawe Kees nd 58 
Books for management ...........cescscesesecs 82 
— =e pay social call as management team Concensus: electronic briefs worth repeating .... 94 


COVER: Robert A. Weaver, Jr., President of The Bettinger Corp.; photo by Laurence Lustig 


SEPTEMBER 1956 3 








cages 


Quality Zippos 





in many 
gracious 


models! 








Soon, your business will be saying 
Merry Christmas to its friends. Some 


will be valued customers ... and 
some your employees. A precious 
human relationship is involved in 
each gift. Youll want something with 
warm personality ...sure to be treas- 
ured. That means Zippos! 

This year—with beautiful new 
styles not even in existence last 
Christmas—Zippo offers a true FULL 
RANGE for every remembrance. 

Handsome chrome-plated models 











10-kt. gold-filled! Engraved! 









where you give in quantity...new 
SILVER-FILLED and GOLD- 
FILLED for special giving... ster- 
ling silver and 14-kt. solid gold to 
honor top executives... magnificent 
desk models! Every genuine Zippo 
windproof lighter is guaranteed to 
work —always—or we fix it free! 


ZIPP? 


ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
Kaew KKK KKK KKK KKK mK KK KKK KK KKK KKK 


ZIPPO MANUFACTURING CO., Dept. M-629, Bradford, Pa. 
Please furnish complete information on FULL RANGE gift Zippos. 


Firm 
Name 


Address 


Position 


(Circle 478 for more information) 
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Policy re manuscripts: The object of MANAGE- 
MENT METHODS is 
administrative problems. For that 


to offer practical solutions to 
reason we never 
highlight a problem without offering at least a partial 
When- 
ever possible, we like to offer the reader something 
he can do right now to correct a procedure or solve 
a problem in his business. 


solution or a recommended course of action. 


Much of our editorial material comes from business 
and management specialists, as well as from active 
businessmen, at all levels of management. 

However 
we assume no responsibility for material not specially 
requested by us. 


We endeavor to return all manuscripts. 
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HIGHER OUTPUT 
at every 


You begin to appreciate why more work 
gets done atan Art Metal New Century 
Desk when you pull out the vertical 
file drawer. See how it glides out all 
the way giving free and convenient 
access to the contents of two letter-size 
cross file trays! 

This 100% use of ‘‘the most valuable 
24 inches in the office” is one of many 


time and motion-saving innovations 
A BROCHURE illustrating and describing Arc Metal 
New Century Desks will gladly be sent on request. 
Ask your dealer or write Art Metal Construction 
Company, Jamestown 4, New York. 
©art METAL CONSTRUCT N ). —— 1956 
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office work station. 


developed by Art Metal to make desk 
work easier and faster. Trays, partitions 
and other accessories serve to organize 
the work and working tools for the needs 
of the individual job. Each adds functional 
convenience, helps to increase the net 
return on your office payroll dollars. 

There is a New’ Century Desk for 
every requirement—executive, secretarial 
and clerical. Every model and size is de- 


(Cirele 408 for more information) 











BUILT-IN by 


Art Metal 


with exclusive features 
like this 


signed for beauty and comfort, and built 
to the famous Art Metal standard of 
casemaking craft. 

Your local authorized dealer or branch 


office. will gladly demonstrate these 
desks. Ask about the Art Metal Office 


Planning Service—invaluable when you 
rearrange, move, or remodel your offices. 
For name and address, consult the Yel- 
low Pages under 


“Office Equipment.” 


For 68 years 
the hallmark 
of the finest 
in office 
equipment 
and systems. 











Mr. M. S. DELAVAN, Controller 
Alexander Smith, Inc., Carpets & Rugs 
Greenville, Mississippi 


Alexander Smith 
salesmen like 
Traveletter System 


»,. 1am glad to report 
1545 a 

that the Traveletter 
System seems to be 
working very well. 
We have been able to obtain a 
monthly distribution of all our 
traveling expenses, reductions in 
travel advances, leased car rentals 
and reimbursable maintenance 

expenses on the leased cars. 


“In addition, we have a weekly 
report showing the status of each 
man’s account. 


“I believe that our men are happy 
with the arrangement.” 


The Traveletter System reduces 
cash advances, saves accounting 
time, prevents lost time and lost 
orders, builds morale of salesmen. 


Used by companies employing 
from 1 to 1,000 travelers, includ- 
ing United Aircraft Corporation, 
American Cyanamid Co., West- 
ern Electric Co., and many others. 


Traveletter 


. . the better system for 
handling travel expenses. 
Descriptive Brochure on Request 

TRAVELETTER CORPORATION 
GREENWICH 4, CONNECTICUT 


{Circle 473 for more information) 
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You have seen this little motto in 
Management Methods over quite a 
period of time: 


When something has been done 
in a particular way for 15 or 20 
years, it is a pretty good sign, in 
these changing times, that it can 
be done a better way. 


To prove that we “do as we say,” 
with this issue we have remodeled 
Management Methods. Please don’t 
let these changes confuse you. Our 
editorial direction and purpose re- 
main unaltered: to provide the top 
business administrators of America 
with practical solutions to their every- 
day problems. 


Size change. Perhaps you are one 
of the many readers who took the 
time to point out to us the disad- 
vantages of our former “supersize” 
(114” x 11%”). If so, you are respon- 
sible for our new standard size. This 
change was made strictly on the basis 
of reader opinion. A poll was con- 
ducted through a return post card 
bound in our May issue. Of 1,800 
readers who returned cards, 83% said 
they preferred the standard-size for- 


NO PRIVACY: MM Editor Conarroe 
(right) followed Mr. Weaver (left) 
everywhere. 








mat now in your hands. We had good 
reasons for our former format, but 
that kind of a reader mandate counter- 
balances all other considerations. 


New features. Most of these are right 
up front in this issue, On page 14, for 
example, is the first of our monthly 
“survey reports” on company prac- 
tices. This one deals with attitudes 
toward Management Consultants. In 
each future issue we'll give you 
another graphic report of one of our 
special MM_ surveys—plus_ capsuled 
digests of significant surveys recently 
conducted by other organizations. 

On page 22, you will find “too good 
to miss.” To prepare this feature, our 
editors scour scores of other publica- 
tions—particularly little-read _ profes- 
sional magazines—that you probably 
don’t get a chance to see yourself. 
Really significant items from these 
sources—as well as worthwhile state- 
ments by prominent business leaders— 
will be summarized here on a monthly 
basis. 


Other new features. Elsewhere in the 
magazine you will find “Point and 
Counterpoint” our revamped letters- 
to-the-editor column, plus a new de- 

Ld “<< > 
partment titled “Ideas from Abroad, 
and the first in the major series of 
articles on Public Relations. 


Profile series. We'd like especially to 
call your attention to our cover story, 
beginning on page 32. You have read 
profile articles before, but we respec- 
tively submit that you have never 
read a profile story like this one and 
the others we are presently preparing 
for you. These are not mere “success 
stories,” or personality sketches, or 
human interest articles. Instead, they 
are penetrating analyses that tell 
specifically what today’s new kind of 
manager does to make his company 
more profitable—and how he does it. 

Months have gone into the plan- 
ning of this new series and it took a 
number of weeks to prepare this 
month’s profile of Robert A. Weaver, 
Ir., of The Bettinger Corp. We 
“lived” with Bob Weaver. In fact, 
once, after an MM _ editor-photog- 
rapher team had been trailing Mr. 
Weaver for a number of hours around 
his company’s headquarters offices and 
plant, he turned and said that it was 
necessary for him to leave the room 
for a minute or two and, in this case, 
would prefer that the photographer 
did not follow. Art Director-Photog- 
rapher Larry Lustig agreed to remain 
behind, but before the harried execu- 
tive could reach the door, Editor Dick 
Conarroe, armed with pencil, note- 
book, and a bevy of unanswered ques- 
tions, was close on his heels (see photo 
at left). 
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Straight Needle 


Roytype, a department of Royal Typewriter Company, a Division of Royal McBee Corporation 
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Tenaculum 




































Retractor 


How does a surgeon know which tool to use? 


RAINING LAYS the foundation of his knowledge. 
Practice solidifies it. Guidance from older surgeons 
perfects it. 


So, the selection of the right tool is sure when the 
surgeon enters the human body toremedy acondition. 


The Roytype Representative also has many tools 
at his disposal. He is trained in their use. He has had 
great practice in how to apply them. The home office 
gives him seasoned guidance. 


Is it a question of inked ribbon? Of carbon paper? 
He knows exactly what to suggest for all types of 
typewriters, bookkeeping machines and duplicating 
processes. 

In fact the Roytype Representative is a trained 
expert ...a member of an organization which is part 
of the largest typewriter manufacturer in the world 
—Royal Typewriter Company. 


He will give you sound advice to help you get out 
the best work . . . at the lowest cost. 


® Roytype™. .. quality supplies 
for all business machines 


(Circle 484 for more information) 
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The men who serve labor, industry and government in settling labor relations problems generally have had broad experience in personne! work. 


Should your child 
go into 
Personnel Work’? 


by CYRUS S. CHING 


Former Director of the Federal Mediation and Conciliation Service 
(As told to HAROLD BARON) 


CLOSE BRUSH with death made me 
A realize how important personnel 
work can be. 

On a warm August day in 1904 I was 
repairing equipment for an electric rail- 
way. Standing on a dry board, — 
a wire carrying 5,000 amperes and began 
to twist it off. My clothes were wet with 
perspiration, and while leaning over, I 
touched the damp wall of the tunnel. 

The shock threw me off balance, I 
grabbed a steel truss rod and the full power 
flashed through my body, wrapping me 
in blue flames. 

It was six days before I regained con- 
sciousness in the hospital. 


During the four months I spent there, 


some friends cared enough to visit me, 
but not one person from the company 
called. You can imagine how I felt. 


Fifty years ago, my experience wasn't 
unusual. Today, it would be. Most busi- 
ness men now know that a feeling of well- 
being among employees is vital to a firm's 
success. There are specially trained ex- 
perts whose task it is to develop just such 
a feeling. Personnel specialists, they're 
called, and I know of few professions 
which are more rewarding. 


What does a personnel man do? Pri- 
marily, he sees to it that manpower is 
used in the most effective way possible. 
For example, he tries to fit the right em- 
ployee into the most suitable job. 


(Circle 483 for more information) 


Not long ago a personnel man in a 
large industrial plant had to warn a clerk 
that he would lose his job if he continued 
to do poor work. ‘“‘Here was a man of 
good caliber,’’ the personnel man said 
ater, “who wasn’t doing well. I gave him 
a series of tests, found he had fine me- 
chanical ability and liked to work with his 
hands. Now, after training and a change 
in jobs, he’s risen to department head.” 


Today, that employee is valuable to 
the firm and to himself. 


The personnel man in business and in- 
dustry fills another important need by 
finding out what causes friction and help- 
ing to prevent or correct it. 


When a factory had to close down a de- 
partment of 375 skilled men, the person- 
nel director made plans far in advance by 
explaining the situation to the employees. 
“We'll find a spot for each of you,” he 
said. As new jobs came up, transfers 
went through smoothly. By foresight, he 
prevented any discontent or friction. 


In general, the functions of a personnel 
department in business and industry may 
include: 


Hiring, which involves judging and 
testing future employees. 


Training employees in their jobs. 


Wage administration: This includes set- 
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ting salaries and wage rates, as well as 
cutting down waste time and motion. 


Settling labor relations problems: Nego- 
tiation and administration of union con- 
tracts, the handling of grievances and the 
maintenance of good rapport with union 
officials. 


Developing the attitude of management and 
individual employees toward each other. 
This involves determining personnel pol- 
icies and explaining them. 


Encouraging safety and health: Many per- 
sonnel workers specialize in the preven- 
tion of accidents and the promotion of 
good health through safety education, 
inspection, physical examinations and 
sanitation, 

There are all sorts of special services, 
too. These may include housing assist- 
ance, restaurant management, social clubs, 
counseling, and publishing employee 
news. 


Although the largest number of men 
and women doing personnel work are in 
business and industry, there are personnel 
specialists in most government depart- 
ments and in our schools and colleges, 
as well. The educational background nec- 
essary for each varies. 


Most of the men doing personnel work 
in industry, in the early days, came from 
the ranks. But generally, now, a child 
wanting a career in personnel work should 
plan for a college degree. He may want 
to specialize in such subjects as business 
management, safety engineering, or psy- 
chology. 

Government service often requires a 
degree in one of the social sciences. Col- 
lege personnel work usually demands an 
M.A. in psychology. In secondary schools, 
the personnel department often teaches, 
too, so they must meet the requirements 
for teaching. 





CYRUS S. CHING has pioneered in industrial 
relations for 50 years. Closely associated with 
leaders in labor and industry, he has himself par- 
ticipated both within industry and with the gov- 
ernment under several Presidents. He is now a 
consultant on labor-management and public re- 
lations, 


Ambitious men and women aiming for 
the top jobs in industry should take grad- 
uate professional training. I have found 
my legal training invaluable in handling 
labor relations problems because so many 
State and Federal laws can be involved. 


A young man interested in personnel 
work will find practical experience as im- 
portant as his degree. Many companies 
hire college graduates who become per- 
sonnel workers after training periods 
where they learn about jobs, methods, 
and people. I know of no better basic 
training than working right with people 
on their jobs. 


There are wonderful opportunities for 
a career-minded student to start getting 
practical experience through a summer 
job in a community center, a department 
store, or a factory. One young man I 
know works during his summer vaca- 
tions as a clerk in a machine shop. By 
keeping the bulletin boards in different 
departments up to date, he’s getting to 
know the men and learn some of the 
details of their work. His experience will 
help him, later, in handling industrial 
personnel relations. 


Are there many jobs for women in this 
profession? Yes, in almost every large 
personnel department. Many firms, be- 
cause of the nature of their business, pre- 
fer women in personnel—particularly 
when the rest of their employees are 
mostly women. 


One girl, although she had a degree in 
personnel management, took a job as a 
receptionist in a fashion-shop chain. “I 
sealed the customers, their reactions and 
problems,”’ she said, ‘‘and learned more 
about the business than I could have any- 
where else in the firm.” 


Within a year she impressed the person- 
nel director with what she had learned and 
he shifted her to interviewing in his de- 
partment. Then, she became his assist- 
ant. Now, she is in charge of training the 
country-wide staff. 


Obviously, this girl likes people and 
enjoys working with them. To be success- 
ful in personnel work, though, liking 
people is not enough. What are the other 
characteristics your child must show in 
order to be successful in this field? 


Does your child have horse sense? It’s sut- 
prising how many personnel problems 
can be solved with a simple, common- 
sense approach. 


Does he like detail? Many records must 
be kept or examined. Decisions affecting 
one employee's job or a whole firm's in- 
vestment in a new product can depend 
on this kind of careful analysis. 

Does he understand people? It’s necessary 
to handle all kinds of people. Doing this 
effectively requires a keen eye to see their 
strengths, weaknesses, and to judge their 
reactions. 


Is his memory good? For a contact job, 
it’s important to observe and recall how 
employees act in various situations. In a 
crisis, this can be important. 


THE TWENTY-FIRST OF A SERIES OF ADVERTISEMENTS PRESENTED 
TO HELP GUIDE AMERICA’S CHILDREN TO A BETTER FUTURE 
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Is he persuasive? A personnel worker 
must have some traits of a fine salesman. 
In a sense, he sells company policy to the 
employees and new personnel plans to 
management. 


Does he have integrity and courage? A 
sense of justice earns the respect of em- 
ployees. Sometimes, to put beliefs into 
practice requires courageous action. 


Does he have moral and spiritual values? 
Men’s lives and livelihoods are often in 
the hands of personnel specialists. I think 
that faith in the basic dignity of man un- 
der God helps to insure fairness. 


What can a personnel worker expect to 
earn? College graduates often start at 
$3,600 to $4,800 a year. Government 
workers may earn about $5,400 a year, 
and top men earn as much as $13,400. 
Personnel workers in schools earn sal- 
aries On a par with those of teachers. The 
average income for classroom teachers 
is $3,405 for nine months’ work. The 
industrial relations director averages 
$12,000, with a range from $3,600 to 
$50,000. His assistant averages $8,500, 
with a range from $3,000 to $23,500. 

Besides the monetary rewards, a boy or 
girl entering this profession can find rich 
personal satisfaction. American employ- 
ers have become more and more aware 
that the maintenance of good employee 
relations can be even more important 
than the maintenance of machines. 


iNylie 


HOW TO HELP YOUR CHILD 
HAVE THE CAREER HE WANTS 


Many factors will enter into your child’s choice 
of a career: his interests, his ambitions, his 
abilities, the counsel he receives from teachers, 
friends and family. But, most of all, it will 
depend on his opportunities to get the training 
he needs to enter the field of his choice. 


Even though his college days are still years 
away, it’s never too soon to start making sure 
that your child will have the opportunity to 
continue his education when the time comes. 
Your New York Life agent has chosen as his 
career the business of helping families plan for 
the future—for education, for retirement, for 
all the things which life insurance helps make 
possible. Through training and experience he 
has become a highly qualified specialist. You'll 
find him both able and willing to help you. 


NEW YORK LIFE 
Insurance Company 


Dept. MM, 51 Madison Avenue, 
New York 10, N. Y. 


The New York Life Agent in Your Community 
is a Good Man to Know 


Copyright 1956, New York Life Insurance Company 





C.C.MOKUM SOLVES ANOTHER 


COFFEE BREAK 
- PROBLEM 
Pie 6 


by AL CAPP 
ANOTHER 


5 MINUTES, 
AND COFFEE'LL 
















THIS ~sOB!r— 
ENDLESS PREPA- 
RATION FOR A 
COFFEE BREAK 
IS WHY PRO- 
DUCTION’'S DOWNS’ 








C.C.(“COMPLETE CONTROLIMOKUM 
IS TH’ NAME —AN’ CONTROLLIN’ 
COFFEE. BREAKS IS MAH GAME/J’ 














DEE-LISHUS KWIK-KAFE” “—~ 
COFFEE 1S SARVED PROMPTLY. 
FUM TH’ RUDD-MELIKIAN 
COFFEE DISPENSER /’- IT'S 
ALLUS GOOD, AN’ ALLUS 
READY.” 


© Capp- 
Hample, Inc. 











In office or plant, wherever the coffee-break is 
a problem, Kwik-Kafé’s “complete control” 
provides a tailor-made solution: delicious 100% 
pure Kwik-Kafé coffee, conveniently served 
on the spot from a dependable Rudd-Melikian 
dispensing unit; also hot chocolate and a 
variety of other beverages. Employees enjoy 
Kwik-Kafé. It keeps them on the job. 


iis coches ais ee ips ess cai tein inane ones amie ae ~ 
| RUDD-MELIKIAN, INC. IK) | 
| Hatboro, Pa. | 
| ef 
| Please send me a copy of booklet 15) explaining how | 
| to control the coffee-break with R-M dispensers. | 
| MNT CTT ss de psackeceas Spa tevadaaraks cies su | 
| Firm | 
| COHOSHCEHOHSEOHSEEHEHOHHEEHHHEHEOESESESE SEES EESECES | 
BO MEMIMR Ti oe cbsb¥s ss ive eepgs soe esas ten si encesseos | 
| eee Zone...... ee | 
i Altice seicinsisaspiatnumdosanietctteinccess cco a 
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LETTERS TO THE EDITOR | 


Subscriptions methods 


Sir: I have been receiving—and read- 


ing-MANAGEMENT METHODS 


for sometime now and I feel com- | 


pelled to tell you how much I enjoy 
the magazine each month and that 
from each issue I get, at the very 
least, one helpful hint . . . 

I do not know your subscription 
methods but I am curious as to how 
I came to receive this wonderful pub- 
lication. To the best of my knowl- 
edge no one in our organization sub- 
scribes for it. Could you satisfy my 
curiosity? 

F. E. HOWE 
EXEC. V. PRES., CENTRAL AIRLINES, INC. 
FORTH WORTH, TEXAS 


@ To qualify as a recipient, a man 
must be a top operating manager in 
a firm with more than 100 employees. 
We direct our magazine to him for 
12 months, after which we ask him 
to “verify” on a form which we sup- 
ply, the fact that he uses it. Once a 
man “verifies,” we go back to him 
again in 18 months, and every 18 
months thereafter, to re-verify his in- 
terest. It he fails to return our veri- 
fication form, his name is dropped 
from our list and a new qualified 
name is added to replace him. Indi- 
viduals who do not meet our qualifi- 
cation standards by title or by com- 
pany size pay $5.00 a year. 

EDITOR 


Hiring handicapped workers 


Str: The candid observations of Er- 
vin Pietz, President, Barry Controls, 
Inc., as reported in an article in your 
April issue, titled, “Facing The Facts 
About Employing Handicapped 
Workers” calls for a rejoinder. The 
article did not present the facts in a 
manner favorable to the employment 
of the physically handicapped even 
though such facts exist. . . 

He states that “every applicant was 
given a physical examination by the 
physician and was classified in accord- 
ance with his abilities and physical 
limitations.” Then he goes on to state 
that, “Those persons placed on limited 
work assignments (referring to the 
previous group) could not be trans- 

















SALES ORDERS 


e PRODUCTION CONTROL 
e ACCOUNTING 

e SALES ORDERS 

¢ QUALITY CONTROL 

¢ TRANSPORTATION 

e MAINTENANCE 

e MATERIAL CONTROL 

e CENTRAL FILES 





Sales Orders represent costs in time and 
effort. Modern business reduces these 
costs with the TelAutograph Telescriber 
System of ELECTRONIC LONGHAND 
to provide INSTANT and SIMUL- 
TANEOUS written communication of 
sales information. Leading manufac- 
turers, department stores, clubs, hotels, 
restaurants and many others are using 
ELECTRONIC LONGHAND to give 
customers the preferred treatment, even 
though items, quantities, shipping in- 
structions and other details are changed 
after the order is entered. ELEC- 
TRONIC LONGHAND puts it “in the 
record” ... from one desk or depart- 
ment to another, or one factory or 
branch to another, even miles away. 
ELECTRONICS LONGHAND elimi- 
nates errors in acknowledgements, 
shipping instructions and billing, due to 
verbal misunderstandings. Send coupon 
for full details, mailed to you. 


fam 
| 


Tclltulografsh * 


4 





1128 Crenshaw Bivd. 
Los Angeles 19, Calif. * Dept. 5056-8 
Please send brochure on use of 
TelAutograph in my business. 











Nome Position 
Company. 

Street. City 
County. State 





Type of Business 
*Trademark Reg. U.S. Pat. Off. 
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Prudential Insurance Company, Jacksonville, Florida Kemp, Bunch & Jackson, Architects 


Prudential uses Mills Movable Walls to 
insure space control in two new buildings 








The Prudential Insurance Company has provided for 
space control in two new home-office buildings in 
Jacksonville and Minneapolis by using almost two 
miles of Mills Movable Walls to create flexible in- 
teriors. Whenever changes in space requirements 
occur, Mills Walls can be taken down and relocated 
quickly, easily and economically. 


Fully insulated and soundproofed, Mills Walls com- 
bine mobility with structural stability and distinc- 
tive styling. Available in a wide variety of pleasing 
modern colors, their baked-on enamel surfaces re- 
quire only occasional washing to keep Mills Walls 
looking always their efficient best. 


Prudential Insurance Company, Minneapolis, Minn. THE MILLS COMPANY, 925 Wayside Rd., Cleveland 10, Ohio 


Magney, Tusler & Setter, Architects 
Write for the informative new Mills 


Movable Walls catalog — it’s a prac- 
tical work book on space control. 
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METAL WALLS 
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Decorative Ceiling, Shadowfree Lighting, : 








Before and after views of basement of Stauffer 


«= a < 
with Acousti-Celotex Acousti-Lux 
Chemical Company, San Francisco, California, show- 
ing modern lighting and the impression of extended 
rans ucen ane S space provided by Acousti-Celotex Acousti-Lux 


Translucent Panel installation over entire area. 
Architect: Kitchen & Hunt. 
With Acousti-Celotex Acousti-Lux Translucent Panels, a new and eco- 
nomical way is found to transform drab, ‘‘fringe-use’’ space into an 
attractive, well-lighted work area. These panels provide a decorative 
self-ceiling which transmits ideal shadowfree lighting of low brightness, 
with high visual comfort. 

Reflection-transmission of light within the layers of the white vinyl- 
Sheeting “‘sandwich”’ panels offers excellent diffusion characteristics. 
Above-ceiling ducts, pipes, even dirt, dust, or debris, cast no shadows. 
“Self-extinguishing”’... carries Underwriters’ Laboratories label. Panels 
can be combined with acoustical tile for a ceiling system keyed to the 
needs of the areas. 

Easy maintenance; instant removal for access to concealed light fix- 
tures or other utilities... with Acousti-Lux Translucent Panels. Avail- 















able in a wide variety of attractive patterns. 
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FOR COMPLETE DETAILSON Acousti- 
Celotex ACOUSTI-LUX*t and LU- 
MICEL* Translucent Panels and 
Sound Conditioning Tile, write to The 
Celotex Corporation, Dept. MM-96, 
120 S. La Salle St., Chicago 3, Illinois. 


¥ re 


Acousni-(jeotex 


REGISTERED U.S. PAT. OFF. 
<f0tibec litte 


Products for Every Sound Conditioning Problem—The Celotex Corporation, 120 S. 
LaSalle St., Chicago 3, Ill. * In Canada: Dominion Sound Equipments, Ltd., Montreal, Quebec 





PAT. OFF. TPAT. NOS. 2,218,992 & 2,710,335 
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ferred to other work without the doc- 
tors approval. It was at this point 
that we ran into the problem of an 
inflexible work staff, unable to meet 
work load fluctuations.” 

This form of hire is usually found 
with employers who are involved in 
annual wage agreements. In these 
cases the employer looks for ways to 
transfer employees when it gets slow 
in one department or section. It is 
not a typical situation. 

Unreasonable job transfers would 
mitigate against anyone, be the 
worker handicapped or not. Reason- 
able job transfers should offer limited 
difficulty, if any. 

One cannot assume that there was 
a Job Analysis performed. Had there 
been one, this problem of “inflexibil- 
ity” of the worker would not exist. Just 
as the abilities of the worker are es- 
tablished through an employment- 
type medical examination so too are 
the Job Demands analyzed and evalu- 
ated. When the worker is Selectively 
Placed on the job, the Physical De- 
mands Approach is used. The possi- 
bility of future job re-assignments are 
taken into account at that time and 
are made part of the original job 
analysis... . 

By establishing this type of hiring 
procedure you will eliminate the first 
problem of “inflexibility of work staff” 
as well as the second one which was 
reported, “We are presently hiring 
handicapped workers only for those 
positions that are ‘fixed’ in nature.” 
Management would lose a_tremen- 
dous_ work-force potential if it 
adopted this type of policy and only 
placed handicapped workers on posi- 
tions that were fixed in nature. 

With respect to the statement, “We 
had put ourselves in the uncomforta- 
ble position of being liable for any 
number of large potential compensa- 
tion claims present compensa- 
tion laws give us no proper means to 
protect ourselves against improper 
claims.”, I would like to state the fol- 
lowing: 

First of all, a thorough job of 
Selective Placement will keep second- 
injuries down to a minimum. Accord- 
ing to The National Association of 
Manufacturers, “Actual claims on the 
Second-Injury Fund are seldom made 
—a tribute to the safety-consciousness 
of the handicapped. Workmen’s Com- 
pensation rates are determined by the 
hazards of the industry and the acci- 
dent experience of the company. 
Studies show that the physically 
handicapped are no more accident- 
prone than the so-called able-bodied.” 

WILLIAM A. FRAENKEL, PH.D. 
ASSISTANT TO THE CHAIRMAN, PRESI- 
DENTS COMMITTEE ON EMPLOYMENT 

OF THE PHYSICALLY HANDICAPPED 
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EXCLUSIVE AGENT 
AERO 


| ayllowerg) 


TRANSIT COMPANY 





Sign of Superior Service 


> You'll find this sign on the door, or in the window, of an in- 
dependent household goods warehouseman in your community 
or close by. He not only is able and eager to bring you Mayflower 
Long-Distance Moving Service at its best, but the finest in local 
moving, storage, packing, crating as well. He is a leading busi- 
ness man in the community, selected because of excellent facili- 
ties, service, and organization. Mayflower has only one agent 
to a town. He is your representative, as well as ours, to help you 
with your moves, to see that you and your people are fully satis- 
fied. It will pay you to call your local Mayflower agent for any 
moving needs. .. across the nation, or across the street. 


AERO MAYFLOWER TRANSIT COMPANY, INC. - INDIANAPOLIS 


Mayflower Service is available through selected warehouse agents through- 
out the United States and Canada. Your local Mayflower agent is listed under - 
Moving in the classified section of your telephone directory. 





America's Finest Long-Distance Moving Service 
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AN M1 Ii survey OF COMPANY PRACTICE 


The businessman's opinion of management 


ques The value of the 


Are consultants worth what they cost? Not all businessmen management consultant to man- 
agement leaves much to be de- 
agree. Here are the pros and cons as expressed by firms that sired among many companies who 


have used their services. A signifi- 
cant percentage (41%) of business 
executives polled in a_ survey 
just completed by MANAGEMENT 
METHODS Magazine reports dissatis- 
faction based on their own experi- 
ence. A breakdown of this figure 


have used their services. 


WHAT THEY SAID 


. Were. the recommendations made by the con- . Based on your experience, do you still have 
sultant ever put into effect? confidence in consultants? 


0% 


0% 


. Are the recommendations still in effect? 


. If you retained another consultant which type 
would you probably choose? 


Large firm with complete services 


6% 


Specialized firm to solve particular problem 

. Did the presence of a consultant in your of- 
fices disrupt the operation or morale of your 
organization? 


64% 


18% 


8. Which of these statements best expresses your 
broad feeling about consultants? 


Very valuable service 
. Do you feel that you got your money’s worth 
from the consultant? 


50% 
Valuable, but too costly for us 


23% 


50% 


Over-rated, our own organization can 


- Sato ae usually do as well or better 
. Did the consultant do his job within the origi- 


nal time and cost estimates? 18% 


9% 


NOTE: Of the firms surveyed, 18% have used a consultant 
only once, 82% more than once. 
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consultant 


shows that 23% classify consultants 
as “too costly,” while the other 18% 
call them “over-rated.” 

On the other hand, 59% labelled 
consultants “a very valuable serv- 
ice,” and not one respondent re- 
ported absolutely “no confidence.” 
The respondents were not called on 
to name specific consulting firms. 

If any one statement charac- 
terizes the respondents’ attitude to- 
ward the management consultant, 
it is that discretion is the better 
part of choosing a consultant. When 
asked whether they still retained 
confidence in consultants after one 
or more experience with them, 24% 
of the responding company execu- 
tives answered a point-blank “no.” 
Significantly, another 25% qualified 
“yes” answers with statements like 
these: 

“Yes—if one of the reliable 
consulting firms.” 

“On specific projects.” 

“Partially.” 

“But certainly not all of 
them.” 

Also indicative of the underlying 
suspicion in the management atti- 
tude is the fact that 50%.of the 
respondents stated “no” when asked 
if they got their money’s worth from 
the consulting firm. Accompanying 
several “yes” answers to this ques- 
tion were these qualifications: 

“Not entirely.” 
“Recommendations were 
good, but the price paid for 
same seemed too high.” 
“Up to a certain point.” 
“Some surveys were more 
helpful than others.” 
Almost half of the responding firms 
reported that consultants failed to 
do their job within original time 
and cost estimates. 

Consultants did manage to hold 
their own in several important re- 
spects. Eighty-two percent said 
they used management consultants 
more than once. This fact, coupled 
with the voluminous rise in the 
number of consultants and the in- 
crease of their annual dollar vol- 
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Eliminating overtime... improving 
accuracy...and saving up to 50% in time 
and space costs...are the benefits 
thousands of firms enjoy while using 
Cardineers for all kinds of card records. 


Diebold Rotary Card Files have brought 
practical automation to record keeping. 
At the touch of a button, Cardineers 
bring records to your finger-tips for 
fast referring, posting or changing opera- 
tions. They cut productive work motions 
to an absolute minimum. They elimi- 
nate unproductive bustling. 


For case histories on proven savings, 
call your local Diebold representative 
... or mail the coupon today. 


INCORPORATED 
Mulberry Rd., SE. © Canton 2, Ohio 


QUESTION 





PROTECTED BY DIEBOLD 


tea 
s 4 





DIEBOLD, INC. 
908 Mulberry Rd., S. E. * Canton 2, Ohio 


Diebold 


Please send case histories that 
will give us ideas for improving 
OO <cnconntttihaiiiiceDOCUNES. 






































Firm 

individual Title 
Street 

City Zone State 








N-30@-DI 


(Circle 423 for more information) 





p* 
Pat 
A D | 


*Automated Data Processing by Moore 


A popular misconception of automation pictures it as a 
system controlled by costly machinery . . . available to 
big concerns only. But plain, ordinary, efficient automa- 
tion (without the glamor) quietly works small miracles 
for small businesses every day. Whatever the size of 
your business, the man from Moore can show you how 
ADP gives you maximum results in processing data 








automatically. Moore does not manufacture ADP ma- 
chines but knows machjne applications. Forms design 
and construction must be adapted to any machine, and a 
Moore man’s unbiased advice is constructive for that 
reason. Thus workability is planned into the system. ADP 
by Moore can be put in on a schedule that’s practical 
and suitable... all at once, or in planned stages. 





The Moore man knows automation and brings ‘composite’ experience 


to your problem. Behind him are the resources and wide experience of 
the largest, most versatile manufacturer of business forms. This com- 
bination has brought system improvement to many Moore customers. 











Big results in automation at little cost 


ADP obtained maximum benefits for this company—without heavy 
investment—without disturbing current operations. 


SEE CASE HISTORY ON FACING PAGE 
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ORDER DEPARTMENT—An incoming customer-order is 
checked against the Daily Stock Inventory Report, to record 
on the order papers: shipments to be made and back orders. 
Proper control, on paper, of an order’s disposition means 
speedy shipment (in full or part) with prompt, accurate 
advice to salesman and customer. 


CUSTOMER SERVICE— Completed forms move ahead rapidly 
so that orders are received, shipped and billed the same day: 
Shipping set copies to Stockroom, Shipping and Traffic... 
Invoice set to Billing for release on notice from Traffic... 
Punched cards to Tabulating for analysis and preparation 
of reports. 











ORDER TYPING — Prepunched cards containing Ship To, Bill 
To, Item and Back Order Item information are pulled. When 
processed through a card accounting machine, they im- 
mediately produce (on separate cable-connected typewriters) 
a Moore 6-part Continuous Invoice and a Moore 7-part 
Shipping Order (for both original and back-order shipments). 


BURSTS SOM SATSHI BFA TBST 
Reem Bebe 


tower | eswen | ences Eonece t pnge | orecn 


\ 


MANAGEMENT REPORTS —Tabulating provides reports daily 
(not weekly or monthly) on the previous day’s activity. They 
are accurate, up-to-the-minute summaries on which manage- 
ment bases decisions that affect business today. This fur- 
nishes control never before realized, with the benefits felt 
in inventory handling, distribution and procurement. 


Moore Forms are the heart of the system 


They deliver the ADP efficiency 


For a medium or small business the 


benefits of automation may need only 
the application of an ADP system by 
Moore. ‘Automated Data Processing’ 
means the continuous and integrated 
operation of data processing using 
automatic machines. Only minimum 
changes in your present procedures 
may be needed to achieve practical 
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results in automated operation, without 
costly investment. Moore forms of 
every kind and description are designed 
to fit any business system, even a 
simple operation. For ADP efficiency 
in your business, call in the Moore 
man—without obligation, of course, 
(he’s in the Classified)—or write the 
nearest Moore office below. 


MOORE BUSINESS FORMS 


Inc 


NIAGARA FALLS, N.Y. * DENTON, TEXAS > EMERYVILLE, CALIFORNIA 
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The efficient Moore 
Speediflo form 


Since 1882 the world’s largest manufacturer of business forms and systems. Over 300 offices and factories across U.S. and Canada. 








Blue Cross-Blue Shield Plans report: 


‘‘Du Pont ‘Photo-Writ’ reproduces the finest lines, 
the faintest signatures on 1,000 copies a day!” 


“We use Du Pont’s ‘Photo-Writ’ photo- 
copy paper exclusively in the reproduction 
of case reports, letters, charts and bills,” 
states Mr. Donald R. Roer, Services De- 
partment Manager for Blue Cross-Blue 
Shield in Chicago, Illinois. ‘Our Plans, 
headquartered in Chicago, serve 2,250,000 
members in Illinois, and our entire billing 
and claims system would be hopelessly 
snarled if we failed to get multiple copies 
distributed immediately to key points 
throughout our organization. 

“On the first run of ‘Photo-Writ’ through 
our automatic copying machine, we found 
it to be superior in detail reproduction— 
even the finest lines and faintest signatures 
came through on the copies. ‘Photo-Writ’ 
withstands wide variations in developer 








DU PONT 
PHOTOGRAPHIC 
PRODUCTS 


Name 
Firm 
REG. U.S. pAT.OFF. Street 
BETTER THINGS FOR BETTER City 


LIVING ... THROUGH CHEMISTRY 








temperatures and developing time, elimi- 
nates machinery jams by not ripping or 
curling, and it takes ink and pencil 
markings readily. 

“The excellent Du Pont dealer setup 
insures us of prompt deliveries on our 
orders. And Mr. Robert Martin, Du Pont’s 
technical representative, is available on 
short notice when we need help in special 
reproduction problems. We couldn’t ask 
for better service !” 


* + * 


May we offer you the same dependable 
performance and reliable service? Clip 
the coupon below for your first step 
toward a reduction in photocopy costs, 
time and headaches. 


56-179 
uilding 


Please send me the free Du Pont booklet, 
“Du Pont Photographic Reproduction Papers.” 


State 
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E. I. Du Pont de Nemours & Co. (Inc.) 
Photo Products Department 

2420-17 Nemours 
Wilmington 98, Delaware 








ume of business to 400 million dol- 
lars, indicates a growing, if not 
universal, acceptance. 

The fact that not one executive 
in the survey reported that he had 
“no confidence” in consultants in- 
dicates that regardless of any criti- 
cisms or hostility carried by some 
respondents, they were not com- 
pletely antagonistic. 

Eighty-five percent of the re- 
spondents reported that they had, 
in the past, used management con- 
sultants. MANAGEMENT METHODS 
tabulation (see chart) is based only 
on reports from these companies. 

If any conclusions can be drawn 
from the survey, one is that the 
management reaction to manage- 
ment consultants runs the complete 
range from violent disapproval to 
enthusiastic support. The exact fac- 
tors which influence this wide di- 
vergence of opinion are not known. 
However, it is obvious that an im- 
portant factor is the wide variation 
in the level of professional compe- 
tence among consulting firms. And 
since there is no central licensing 
or regulatory agency to control 
management consultant practices, 
businessmen will remain poten- 
tial prey to the misrepresentation 
of the unqualified consultant. m/m 


A review of 
current surveys 





The rising cost of middle 
management 


Three-fourths of American busi- 
ness executives in the “middle man- 
agement” category received raises 
last year, according to the Ameri- 
can Management Association’s fifth 
annual survey. 

The study covers the compensa- 
tion paid last year in 33 different 
industries to more than 20,000 ex- 
ecutives in “middle management” 
jobs (those between the _ policy- 
making level and that of general 
foreman or first-line supervisor). 
The average executive on this level 
was paid $11,347 last year—an 
over-all increase of approximately 
5% over the previous year. 

Thirty-five percent of all the 
raises granted amounted to be- 
tween 5% and 9% of salary, and 
were given for reasons of merit. 
There was no particular pattern of 
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How Mosler Revo-File can save you 
200 the first 37 minutes you own it 





1. No costly transposition needed, or new cards when 
you change from slow-poke, money-wasting files to Revo- 
File. No key-hole punched cards needed by Revo-File. 
Just pick up your present cards by handfuls... drop ’em 








2. No chance of losing cards! Revo-File 
has an exclusive, patented method of 
holding cards in drum without relying on 
holes punched in cards or other methods 
of attachment, which often cause wear, 
mutilation, and eventual ‘‘fall out’ of 
cards from drum into base of file. (No 
trapdoor needed in Revo-File.) 


If you have 3,000 or more active cards 
which are used continuously for refer- 
ence and posting, mail coupon, today! 


WOO /UE 


Another fine product of 


* Mosler Safe “7 ._*~-___--_-____- 
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3. No limits on work speed! Since cards 
are not attached, one or hundreds can be 
removed and re-filed instantly. Easy to 
place Revo-File in most restful working 
position for any clerk. Cards come to her, 
not vice versa. All standard and most off- 
size cards accommodated. Manual and 
automatic electric selector models. 


NAME 


into a Revo-File .. . 
only single-drum rotary card file of its type that lets you 
do this! It saves an average of $200 in change-over costs 
. .. often much more! 


and go to work! Revo-File is the 





For big-volume card filing! The new 
Mosler Roto-File can accommodate 
more than 80,000 cards. Has all the 
exclusive features of Revo-File . . . on 
a bigger scale. Electrically controlled 
drums rotate independently—several 
clerks can work at same time. 














Revo-File, Roto-File Div. « The Mosler Safe Company, Dept, MM-42, 320 Fifth Ave., New York 1, N. Y. 
Please send me complete information about (check items you wish): 

O Mosler Revo-File, world’s finest rotary card file. © Mosler Automatic Electric 
Selector Revo-File. (1) New Mosler Roto-File for volume card-filing applications. 


POSITION 











ADDRESS. 





| 
| 
| COMPANY 
| 
| 


ZONE STATE, 
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When Ralston presents 
its 5-year award 


IT USES 


Clirtallions 


TO MAKE 
AN IMPRESSION 


Ralston wanted a useful, high- 
quality gift to recognize 5 years 
service. Solution: They chose 
this handsome pen-set with a 
rich brass name plate embedded 
in a Clear-plastic base. 
Reminder: Plastallions make im- 
pressive, long-lived gifts, em- 
ployee mementos of 
important occasions, and_ sales 
promotion pieces. 


awards, 





FREE: 


Send for our free 30-fage cat- 
alog illustrating a variety of 
personalized Plastallions — 
paperweights, keytags, pen- 
sets, etc. — with prices in 
any quantity. 


CREATIVE PLASTICS CORP. 


Stony Brook, 
Long Island, New York 


pom om oo 


hi i i ci a cc i i in i i ii cl Oc i i a isl es ea enn inal 
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TEMPORARY — 


CALL 
manpower, inc. 


FOR - & 
TYPISTS, STENOS, “ 
OFFICE WORKERS 


Use our trained employees at low 
hourly rates. We'll work in your office 
for any length of time — 4 hrs., a 
day, a week or longer. 

Branch Offices in over 80 U.S. Cities 


manpower, inc. HOME OFFICE: 


820 N. PLANKINTON AVE. 
MILWAUKEE, WISCONSIN 


We are not an 
employment agency 
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variation in salary increases be- 
tween positions. The reason for giv- 
ing the raise—whether for merit, 
because of a promotion, or as part 
of a general increase—did affect 
the amount. 

Bonuses were given to 47.8% of 
those covered in the study, approxi- 
mately the same percentage as in 
the top management category. 
Manufacturing and marketing ex- 
ecutives averaged more and larger 
bonuses than did those in engineer- 
ing, finance, or personnel. 

In a special section of the study, 
published this year for the first 
time, 7.5% of the executives were 
found to have changed jobs during 
the last year. This turnover rate for 
executives is based on a systematic 
follow-up of certain positions in 
the survey. 


Accident rate drops—severity up 


Industrial injury rates for 1955, 
just released by the National Safety 
Council, show a reduction in fre- 
quency and an increase in severity 
of 1955 accidents, as compared 
with 1954. Twenty-five of the 40 
basic industry classifications  re- 
duced their frequency rates. Al- 
though more than half reduced 
their severity, this reduction did 
not make up for the increase of 
others. 

The average accident frequency 
rate for employees in all industries, 
based on the number of disabling 
injuries per 1,000,000 man-hours, 
was 6.96 in 1955—a reduction of 4% 
from the year before. The average 
accident severity rate for all indus- 
tries; based on the number of days 
lost per 1,000,000 man-hours, was 
815 last year—an increase of 2 per- 
cent. 


Liberalization of vacation 
bene fits 


A recent survey of vacation poli- 
cies by Dartnell Publications re- 
vealed that companies who this 
year changed their policies have 
done so by liberalizing. Of 225 
companies surveyed, 23 have re- 
ported some type of change. All 23 
have said the change worked for 
the benefit of the employee. The 
changes occurred predominantly in 
the extension of vacation periods 
for years of service, and in the low- 
ering of qualification time for 
longer vacation periods. 
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General Mills, South Chicago, Ind 
Lighting Designer: 
Derril Blevins, General Mills 


© ASSURED 
' EYE-COMFORT 


» makes a better place to work 


| 







2S, 

1g 

i Eye-Comfort® is assured where there’s an abundance of quality illumination, 

a properly controlled and free from glare. Curtis Light and Sound Conditioning 

i Systems’, like that shown, combine Assured Eye-Comfort® illumination with a 

= medium to control excessive noise, eliminating two causes of low employee pro- 

J ductivity—improper lighting and inadequate sound control. So make your 
offices a better place to work with a Curtis Eye-Comfort® Light and Sound 
Conditioning System®. Send the coupon for information on this and all Curtis 

li- Assured Eye-Comfort® Office Lighting Systems. Cais 

4 CURTIS LIGHTING, INC.  Seritcegerers So are ae, oe 

ve 6135 W. 65th St., Chicago 38, Illinois | piese send information on Curtis Assured Eye-Confort™ Ofce,Lighing 

25 Systems to 


in Los Angeles: 242 S. 
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Here’s the long and 





the short 
of Quality Duplicating 


TaN BUSINESS DECENTRALIZES, the impor- 
tance of communications increases. 
Company announcements, memos, sales 
letters, instruction sheets—25 here, 500 
there, 150 copies today, 2000 copies to- 
morrow. All aimed at keeping your staff 
currently informed. 

How to make sure all this information 
gets attention? First, make it neat and 
easy to read. That means using paper 
made just for duplicating machines: Ham- 
mermill Mimeo-Bond and Hammermill 
Duplicator. 

Hammermill Mimeo-Bond is made 
specially for stencil duplicating machines. 
Its new, firmer surface resists linting even 
at high running speeds— helps you pro- 
duce up to 2000 clear, sharp copies from 
a single stencil. Its unique “‘air-cushion” 
surface minimizes set-off—that annoying, 
messy transfer of ink from one sheet to 
the back of the next. And Hammermill 





Mimeo-Bond is now brighter than ever— 
gives you even better looking copies. 

New Hammermill Duplicator is spe- 
cially made to give outstandingly bright 
copies with Azograph or spirit duplicating 
machines. You get fast, trouble-free pro- 
duction without strike through. Hammer- 
mill Duplicator colors are alkali resistant, 
will not change when used with the 
Azograph process. 

For color signal systems get Hammer- 
mill Mimeo-Bond and Hammermill 
Duplicator in colors that match those of 
Hammermill Bond and Hammermill 
Bond Envelopes. 

If your duplicated copies don’t suit 
you, maybe you'll get some helpful ideas 
from our free idea-books, ‘Duplicator 
Facts” and “Better Stencil Copies.” 
Write on your business letterhead. Ham- 
mermill Paper Company, 1499 East 
Lake Road, Erie 6, Pennsylvania. 


HAM MERM ILL oor serter copies From 


DUPLICATING PAPERS 


OFFICE DUPLICATORS 
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“The role of the con- 
sultant is chiefly one of 
putting out ‘brushfires’— 
solving problems of a 

non-recurring nature, re- 
lieving temporary staff overloads by 
temporarily taking on regular staff 
functions, and taking over ‘crash’ pro- 
grams where answers are needed long 
before consideration of the problem 
can be scheduled into normal routine. 
The consultant may organize an im- 
portant service for the client and then 
turn its maintenance over to existing 
employees, whom he may train. Here 
are four reasons for using a consultant: 

“1. In many instances, a company 
cannot afford the high salaries of spe- 
cialists on a full-time basis. 

“2. In other firms, solutions to prob- 
lems may be obtained only at the cost 
of diverting the efforts of company 
personnel from their important regu- 
lar duties. 

“3. To provide a staff capable of 
meeting all contingencies would over 
burden the company with full-time 
employees concerned with part-time 
problems. 

“4. The consultant is usually a spe- 
cialist whose talents (or staff) are 
geared to the efficient solution of spe- 
cific managerial or technical problems. 
He contributes to the solution of prob- 
lems by an objective viewpoint and 
broad experience from his dealings 
with the same problem in other firms.” 
DR. JOHN F. HOFMAN, IN RESEARCH & 
ENGINEERING, JULY 1956. 

(See the MM Survey on page 14.) 


Converting future income into 
current capital gains 


“The prohibitively high 
surtax rates are the com- 
mon foe of most high in- 
come earners. Thus, busi- 

_=:  nessmen devote as much 
thought and effort to converting ordi- 
nary income into capital gains as they 
devote to actually increasing their 
earnings. 

“One method of converting future 
ordinary income into current capital 
gains is by selling off minority chunks 
of a new business that has become 
sufficiently established to reflect po- 
tentially high future earning power. 

“Indeed, the business need not nec- 
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BETTER 
SPACE 
PLANNING— 


your key to 
greater profits 


If you do not use to full advantage every 
foot of space in your office or plant, it may 
be costing you a great deal more than you 
realize. Improper space utilization in your 
present or proposed new location means 
‘“‘hidden”’ costs—loss in staff and clerical 
efficiency, unusable areas and unnecessary 
maintenance costs. 


One, or any, of the following space planning services One sure way to control these factors— 

may fit your needs and answer your requirements: the way many farsighted businesses are doing 

e Long-range space planning today— is through a Space Planning Program 
by EBASCO. 

e Location studies Whether your problem involves a large or 
small amount of space—one single department 

e Functional layouts or your entire company—call on Ebasco. 
You're assured of a dollar-saving solution— 

@ Pre-architectural studies for one that is right for your staff—right for 

new buildings your business! For more information write 

Ebasco Services Incorporated, Dept. 3, 

e Decoration and modernization Two Rector Street, New York 6, N. Y. 


@ Lighting—ventilation— 
acoustical treatment 


e Planning and supervising 
alterations or construction 


eee Se STRU. 
75 


~,, PBASCO 


NESS CONS wes 





NEW YORK - CHICAGO ~. DALLAS 
PORTLAND, ORE. - WASHINGTON, D.C, 


Appraisal e Consulting Engineering ° Design & Construction . Financial & Business Studies ° Industrial Relations . Insurance, Pensions & Safety 
Purchasing, Inspection & Expediting + Rates&Pricing + Research + Sales & Public Relations +* Space Planning »* Systems, Methods & Budgets * Tax * Washington Office 
(Circle 503 for more information) 
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The System that 
Activates Microfilmed 
Records 





All of the Articles of Incorpora- 
tion filed in a large western 
state are microfilmed and filed 
in Filmsort Vidifile Jackets, in- 
dexed for active use. Filmed on 
16mm microfilm, the Articles, 
By-laws and other pertinent 
data are filed in over 100,000 
4 x 6” Jacket cards. The Vidifile 
Jacket with horizontally slit 





chambers for fast and simple 
filing of film strips is ideal for 
this application. Filmsort In- 
spector readers are utilized for 
reference purposes. 

The original and most com- 
plete system for unitized micro- 
film, Filmsort offers versatility 
and adaptability unique in its 
field. Filmsort files filmed re- 
cords by frame or strip in Aper- 
ture card or Jacket, and provides 
the key to the mechanized filing, 
locating and reproduction of all 
types of microfilmed documents. 


For the Filmsort system and equipment best suited fo 
your records needs, see your local Filmsort distributor. 





DIVISION OF 
DEXTER FOLDER COMPANY 
Pearl River, New York 
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essarily be incorporated—it may be an 
individual proprietorship. Thus, an in- 
dividual in a service type of business, 
for example an advertising agency or 
an accounting practice, might be able 
to develop it sufficiently within a short 
time to portend the likelihood of high 
future earnings. At that point the sale 
of, say, a 10 per cent interest in the 
business to an employee will yield 
capital gains income. Indeed the pro- 
prietor’s prerogative of management 
need not be relinquished—he can sell 
up to 49 per cent of his interest with- 
out losing control.” 

THE JOURNAL OF 
yuLty 1956. 


ACCOUNTANCY, 


Limits to what can be automated 


“While a few automa- 
tion installations have 
been designed to cope 
with multiple-product 
<a * production, . . to ex- 
pect to handle a wide range of sizes 
where only form is similar is asking for 
the impossible. 

“Without adequate investigation, 
some are looking hopefully for Utopia 
—an automated line to start with mol- 
ten metal and finish with a packaged 
product. It’s not impossible, but once 
the market and the economics have 
been evaluated, no grounds may re- 
main for pursuing the project further. 
It must be practical. 

“Automation that is practical and 
reasonable from the standpoints of de- 
sign and production, offers great po- 
tential in dollar savings. But don’t ask 
for miracles.” 

ROGER W. BOLZ, EDITOR OF AUTO- 
MATION, IN AN EDITORIAL, JULY 1956. 


Increasing role of forecaster 


“The importance of 
forecasting as a guide 
for company activities is 
increasingly recognized 
by modern management, 
according to a recent study by the 
National Industrial Conference Board 
covering 100 industrial firms. The 
sales forecast is still the key tool in 
planning and controlling operations 
for most companies. Although short- 
term forecasts are used to regulate 
production, inventories, and purchas- 
ing, as well as to set sales quotas, 
budget expenses, and plan cash re- 
quirements, more companies are de- 
veloping long-term sales forecasts in 
order to plan long-range financing and 
plant development. 

“To gauge the status of the general 
economy, corporations rely on such 
business indicators as the series on 
gross national product, personal in- 
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TO THE MEN RESPONSIBLE FOR 


Telephone 


Communications in 
American Business 


We'd like to show you how a great many lead- 
ing companies have improved their communications 
and pocketed sizable savings with P-A-X—the 
“Inside”’ business telephone system. 


P-A-X keeps your present switchboard and phones 
free for outside calls. Lets you make inside calls in 
a flash—OVER YOUR OWN PRIVATE TELE- 
PHONE SYSTEM. And P-A-X sharply cuts tele- 


phone operating costs. 








Top firms in all industries save time and money 
with P-A-X—in fact, they tell us they’d be in a 
jam without it. See for yourself. Let us send you 
interesting case history studies that give facts and 
figures. 


Write: Automatic Electric Sales Corporation, 1033 
W. Van Buren Street, Chicago 7, Ill. In Canada: 
Automatic Electric Sales (Canada) Ltd., 185 Bartley 
Drive, Toronto. Offices in principal cities. 


business telephone systems 


(Cirele 489 for more information) 
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ROCHESTER 
SALES OFFICES IN 


SUBSIDIARY OF 


a, \ T.. Todd Disburser 


‘ 


@ PRINCIPAL CITIES 







is a real time and 
trouble saver for your 
bookkeeping department. a 
It dates, signs and protects checks 

in one fast, efficient operation. 

It’s smaller and lighter than a typewriter. 
With it, one girl can do three 

operations on the one machine. In addition, 
the Todd Disburser protects company 


funds and drastically reduces errors. 


With closer control, the employee has 
greater peace of mind, knows he 

won't get blamed for errors he didn’t make. 
Responsibility can be pinpointed. 


For complete details and case histories, 


mail the coupon. 


THE TODD COMPANY, Inc., 
Dept. MM-4-56, Rochester 3, N. Y. 


Please have your representative phone me for 
an appointment. I’m interested in how the Todd 
Disburser can help our company. 


Name of Company 


Address City Srate 
Your Name and Title 


Phone Number 
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| come, industrial production, employ- 


ment, and prices. Because of the grow- 
ing complexity of forecasting, a grow- 
‘ng number of companies have as- 
signed the task to specialists working 
closely with top management.” 

THE CONTROLLER, JUNE 1956. 

(See “An eye for a figure,” page 76.) 


Planning to hire your son? 


Wy “All the great poten- 
1D tialities of the father- 
-@ © son relationship 

:Enleipinse can be wasted by hav- 


cee re ewhee 


ing the son work for 
the father [as the first 
step in] his career. In- 
stead, my plan is to choose a friend 
in the same or a similar industry 
—perhaps in another area—but one 
operating a business which you con- 
sider well run and successful. Ask the 
friend whether he can conveniently 
employ your son for a trial period of 
as much as five years. . . . When the 
‘apprenticeship’ of five years, more 
or less, is concluded, the employer 
should understand, and your son 
should agree, that he will pause and 
consider whether he wants to come to 
work for you, stay where he is, or look 
elsewhere. If his performance has 
been successful, he will enter your 
firm with acknowledged experience 
and a record of achievement, and will 
rapidly gain the respect of other em- 
ployees. You will have your son as a 
fellow worker and, at the same time, 
your firm is less likely to become 
known as one where opportunity is 
lacking because of nepotism. You will 
attract better men because they will 
feel they will be given fair considera- 
tion. Your relationship with your son 
will be better than it would have been 
if you had presented him with a job 
in your company when he graduated 
from college.” 

S. GALE HERRICK, PRESIDENT, HER- 
RICK IRON WORKS, OAKLAND, CALIF., IN 
YPO ENTERPRISE, JULY 1956. 





Operations Research a method—not 
a substitute—for management decision 

No problem of mod- 
ern management is 
greater than the proper 


choice of method by 
which management 
makes decisions, with 


the one exception being the selection 
of proper goals. It is in the light of 
these goals that decision making sys- 
tems must ultimately be evaluated, 
rather than their quatitative  effi- 
ciency. Further, these goals are too 
important to be entrusted entirely to 
the mathematicians for their definition. 

GEORGE S. ODIORNE, AMERICAN MAN- 
AGEMENT ASSOCIATION, IN MICHIGAN 
BUSINESS REVIEW, July 1956. 
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The gentleman on the left is the new plant 
manager. Name of Jameson. He’s got a 
lot on the ball, too. So has his foreman, 
for that matter. 


But Jameson knows a thing or two his 
foreman doesn’t. Like Department 12’s 
high cost picture. In a moment he’s going 
to drop a bomb — along with the figures 
to prove it could explode. And there’ll be 
no disputing them, either. They were 
racked up only yesterday. 


How did he get them? Keysort punched- 
card accounting. With daily reports on 
operation costing, Jameson’s already 






— 






cBEE © « 





spotted lost time — and the reasons for it. 
But he knows that with timely facts he 
and his foreman can move fast to protect 
the product’s competitive, profit-included 
selling price — to correct a situation that, 
reported late, could mean the difference 
between “profit leader” and “also-ran.” 


The McBee Plant Control Plan can give 
you fast, accurate reports on every phase 
of factory operation. Whatever your size 
or set-up. At remarkably low cost. Your 
nearby McBee man has a presentation 
which will show you how it’s done. Jt will 
take him just one hour from start to finish. 
Phone him, or write us. 


Py ® a 
gece a ey ette 089% gee ecece 
ecco ‘e Ceeg ®@ ¢ e0e * 
seee §$ Pooe’ S00 $$ % $ @ 


Punched-card accounting for any business 


Manufactured exclusively by The McBee Company, Athens, Ohio * Division of Royal McBee Corporation 
Offices in principal cities * In Canada: The McBee Company, Ltd., 179 Bartley Drive, Toronto 16, Ontario 
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For those you 


want to 2 remember 7 


3 PFAELZER STEAK 
GIFTS for your list. 
Gift 2b 


12 Pfaelzer Steaks 

(8 Filet Mignon, 4 
Jumbo Boneless Sir- 
loin) approx. 11%" 
thick. 


Order TODAY! Orders 
acknowledged 
promptly. 
Also available: 
Gift 2: Box of 16 Filet 
Mignons, approx. 
Tee, WE nde $30.00 
Gift 1: Box of 8 jum- 
bo Boneless sirloin, 
approx. 114" thick... 
vedeinesicgonstan $30. 00 
All orders shipped 
R.R. express PREPAID! 
Card enclosed. 10 or 
more boxes earn 2% 
discount. All prices 
subject to change. 


00 


Pfaelzer Brothers, Inc. 





Perfect arri 
ANTEED anywhere in 
the 48 states 


i. 


Here’s your opportunity 
to have everyone on 


Sirloin and Filet Mignon 
served in the nation’s 

ubs, hotels and 
restavrants. Actually, 
you'll be entertaining 
them in their own home, 
treating them to a dining 
pleasure that makes an 
unforgettable impression. 
You send your gift list 
and your order, we do 
the rest. Ail steaks packed 
in attractive gift box and 
hol carton. 
Pfaelzer not avail- 
able in any store. 


ie. hcg ee 
eke free se oir Guide vide No. 56. 56. 






Dept. M-1 ® Union Stock Yards ® Chicago 9, IIL 
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Company gives 
key employees 
added financial 
Support without 
reducing assets 


A recent tax ruling provides the op- 


portunity to give key men the 
equivalent of a tax-free raise .. . 


without reducing the employer’s 
surplus by one cent! We’ll be 
pleased to mail you our booklet, 
*‘“A New Compensation Plan For 


Management/Employees’’. 


If our 


plan looks good to you, check with 
your lawyer, then let us help set up 


the program for you. Direct your 
request to the New England Mutual 
Life Ins. Co., Back Bay P.O. Box 
333M, Boston 17, Massachussetts. 


(Circle 452 for more information) 








RECENT COURT CASES 








by Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


Is the gain resulting from the exercise of a stock option 
by an employee of a corporation, taxable to him as addi- 


tional compensation? 


THE FACTS 


Philip J. Lo Bue was the manager 


| of the New York Sales Division of 


the Michigan Sales Corp. In 1944, 
the company adopted a stock op- 
tion plan making 10,000 shares of 
the company’s common stock avail- 
able to key employees for three 
years, at the price of $5.00 per 
share. Lo Bue was notified that he, 
among others, had been tentatively 
chosen to participate in the stock 
option plan. The number of shares 
which Lo Bue could purchase under 
the plan in each of the years desig- 
nated under the plan was contin- 
gent upon his production results 


THE 


“We have repeatedly held that in 
defining ‘gross income’ as broadly 
as it did in the Internal Revenue 
Code, Congress intended to tax all 
gains, except those specifically ex- 
empted,” declared the United 
States Supreme Court. A gift is a 
specific exemption from gross in- 
come. This transaction bore none of 
the earmarks of a gift—the company 
was not giving something away for 
nothing. Nor does the intent to 
confer a proprietary interest upon 
an an employee change the taxable 
status of income received by him. 


and that of the company. During 
the course of the three years Lo Bue 
was awarded an option to purchase 
a total of 340 shares at $5.00 each, 
at a total cost of $1700. The market 
value of the stock, when delivered, 
amounted to $9930. The Commis- 
sioner of Internal Revenue con- 
tended that the difference, amount- 
ing to $8230, was additional com- 
pensation to him. Lo Bue contended 
that the options were not intended 
as additional compensation but 
were granted to permit him to pur- 
chase a proprietary interest in the 
corporation. 


RULING 


There is nothing in the definition of 
gross income in the Internal Rev- 
enue Code, to indicate that its 
broad coverage may be narrowed 
by the intention of an employer to 
gain more efficient services from 
employees by giving them a pro- 
prietary interest, continued the 
Court. Accordingly, the Court con- 
cluded, Lo Bue realized taxable 
gain when he purchased the stock. 
(Commissioner of Internal Revenue 
v. Philip J. Lo Bue, Supreme Court 
of the United States, decided May 
28, 1956.) 





THE QUESTION 


May the Government compel a stockholder to produce 
the books of a foreign corporation in his individual cus- 
tody if their production may tend to incriminate him? 


MANAGEMENT METHODS 








iring 
» Bue 
s*hase 
each, 
arket 
ered, 
imis- 
con- 
ount- 
com- 
nded 
nded 
but 
pur- 
1 the 


on of 
Rev- 
it its 
owed 
er to 
from 
pro- 

the 

- con- 
xable 
stock. 
enue 
Court 
May 


HODS 





THIS NATIONAL ACCOUNTING MACHINE completely repaid its cost in just one year of operation for the 


nationally famous Salem China Co. 


“Our Calional System 


saves us °6,000 a year... 
pays for itself every 12 months!” 


—Salem China Company, Salem, Ohio 


Writes the Trea- 
surer of this well 
known China Com- 
pany: ‘‘Since we 
changed to a Na- 
tional Accounting 
System we have 
saved $500 amonth' 
and have obtained 
better control. 
*‘Our modern 
National Account- 
ing Machine provides us with up-to- 
date records and accurate day-to-day 
control of our business. We now have 





MR. C. A. COBRETT, 
Treasurer, Salem 
China Co. 


a complete visual sales analysis and a 
detailed report of our ‘sales-to-date’ 
which our former methods did not 
provide. 

‘‘We were able to train our operator 
in less than three weeks to handle all 
of our accounting work with the new 
National as compared with months 
required for training under our former 
methods. 

‘‘Naturally we are pleased with our 
National System. It pays for itself 
every 12 months and provides us with 
complete records. We highly recom- 
mend it for any manufacturer.” 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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Could you use this kind of efficiency 
in your accounting department? A 
National System pays for itself out of 
the money it saves, then goes on re- 
turning these savings as extra profit. 
Call your nearby National represent- 
ative today and let him analyse your 
accounting operation. His number is 
listed in the yellow pages of your 
phone book. 








Borden Company $aves 


~~ Flaxouwriter 


PUNCHED PAPER TAPE SYSTEMS 



































The Borden Company began nearly a century ago with the 
founding of the New York Condensed Milk Company, by Gail 
Borden, inventor of the condensed milk process. Today, it is 
the fifth largest food processor in the United States. 


SAVES ON LETTERWRITING An organization of such size 
needs speedy interdepartmental communication and _ the 
elimination of repetitive typing wherever possible. Using a 
battery of Commercial Controls’ Flexowriters, illustrated 
above, Borden does away with repetitive typing of form letters. 
The letter is typed only once. Simultaneously, a punched paper 
tape is prepared that will actuate the same or other Flexo- 
writers. After the address has been filled in by the operator, the 
Flexowriter types the body automatically at the rate of 100 
words per minute. On Borden sales letter applications, Flexo- 
writers cut the cost 50° compared to the former method. On 
one letter writing job alone, Borden has saved almost $13,000 
using the Flexowriter. 


SPEEDS COMMUNICATIONS Borden also uses Flexowriter 
punched paper tape to speed communications between its 
offices throughout the country. As the message is typed on the 
Flexowriter, a tape is punched simultaneously 
that will actuate wire transmitting equipment. 
According to Borden, this system saves messenger 
pick-up time, is faster for the sender, and more 
accurate because the message has to be typed 
manually only once. 

Borden is just one of hundreds of firms large 
and small cutting paperwork and data process- 
ing costs with Flexowriter. Let us show you how 
Flexowriter can do the same for you. Why not 
mail us the coupon below today for complete 
information. 


Flexowriters in Borden's 
Communications Department MAIL THE COUPON NOW FOR COMPLETE INFORMATION 
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COMMERCIAL CONTROLS CORPORATION 
Subsidiary of Friden Calculating Machine Co., Inc. 


Dept. MM-96 1 Leighton Ave., Rochester 2, N.Y. 

0 Send folio “How Flexowriters Integrate Data Processing.” 

C1 | would like to see a FLEXOWRITER demonstration, 

Cl We are interested in FLEXOWRITERS f06....-...-.co-csccseecssve-coesssssvesessneee 
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THE FACTS 


Petitioner was the president and 
sole stockholder of a corporation 
organized under the laws of the Re- 
public of Panama. The corporation 
had never done any business in the 
United States, although its presi- 
dent was a U. S. citizen and resided 
in New York. In December of 1954, 
a Commissioner's summons was 
served upon petitioner, ordering 
him to appear before the Internal 
Revenue Service and produce, at a 
stated time, the books and records 
of the corporation for the Commis- 
sioner’s examination. Petitioner 
sought by motion to quash the sum- 
mons. He urged that compelling 
him to produce the books of his 
foreign corporation would violate 
his rights under the Fifth Amend- 
ment to the Constitution, since the 
records might tend to incriminate 
him. Petitioner contended that, al- 
though the books and records are 
those of the corporation, they are 
being held by him in his personal 
capacity and therefore come within 
the scope of the Constitutional pro- 
tection. The Government did not 
deny that there was a strong likeli- 
hood of criminal prosecution. Can 
the Government compel petitioner 
to produce books and records? 


THE RULING 


The papers and effects which the 
privilege against self-incrimination 
effects, must be the private property 
of the person claiming the privilege, 
or, in his possession in a personal 
capacity. The claiming of the privi- 
lege against self-incrimination is 
not available to a corporation. Here 
we are dealing with a corporation, 
a resident of a foreign state and has 
never done business in this Country, 
declared the Court. Its president 
and sole stockholder, however, is a 
citizen of the U. S. In these circum- 
stances, concluded the Court, it is 
not conceivable that petitioner had 
custody of the books and records 
for his own personal purposes. Ac- 
cordingly, ruled the Court, peti- 
tioner may resist their production 
on the grounds of possible self-in- 
crimination. (Matter of Donald 
Daniels, U.S. District Court, South- 
ern District of New York, decided 
April 10, 1956) 


MANAGEMENT METHODS 








er NRO MORRO SE 


~ oe —- 


a ian ae a hae 









h the 
ation 
perty 
lege, 
sonal 
orivi- 
mn is 
Here 
ition, 
d has 
intry, 
ident 
,isa 
cum- 
it is 
r had 
cords 
. Ac- 
peti- 
ction 
1f-in- 
onald 
outh- 
cided 


40ODS 






Save steps, 






Correspondence, 
Paid Invoices 


















* Fire can’t burn any of the 
records in this office 


--. ALL ARE PROTECTED BY UNDERWRITERS’ LABELS 


OU are looking here at no ordinary 
: office scene. The difference is a new 
‘means of record keeping, now revolu- 
\tionizing office methods—fire protec- 
tion for all records right where they are 
| being used. 

This modern ‘“‘time-engineered’’ 
Shaw-Walker equipment not only gives 
right-on-the-job fire protection during 
working hours when most fires (55%) 


occur, it pays for itself by saving time’ 


and space. All of the savings from this 
efficiency go directly into profits. 


“Built Like a 
Skyscraper” 
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GHAW-WALKER 


Accounts 
Receivable 


Customer 
Card List 








Paid Accounts, 
: Voucher Checks 


Current Work, "ie é 
Reports, Contracts (7) : 






































hours- and maybe your business” 









Payroll 
Records 








Accounts 
Payable 


EACH DRAWER A SAFE! In this mod- 
ern, good looking Shaw-Walker fire- 
proof equipment, fire walls stand 
between your irreplaceable records 
and possible destruction. Fire-File, 
with corner cut away shows: Thick, 
steel-walled steel-reinforced fire insu- 
lation on all six sides of each drawer. 
Vault-like interlocking drawer front. 





Shaw-Walker makes 46 different 
types of this time-saving, fireproof 
equipment — Desks, Fire-Files, Post- 
ing Trays. In them your records will 
be completely safe, always ready for 
instant use, even after a fire. You can’t 
afford to gamble—57% of the busi- 
nesses who lose records in fires never 
fully recover. 

Shaw-Walker has been helping 
American business save time and step 
up Office output since 1899. There are 
4,000 Shaw-Walker products—chairs, 
desks, filing cabinets, Fire-Files, loose- 
leaf and payroll equipment — every- 
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thing for the office except machines— 
each “‘time-engineered” for the needs 
of every job and worker. 

So if you are modernizing or setting 
up a new office, make sure you use 
Shaw-Walker throughout. It will help 
you stretch time—the most critical 
factor in business today. It may save 
your business! 


THE BOOKLET, “TIME AND OFFICE WORK” is packed 
with ideas for stretching office time. A wealth of 
information on “‘time-engineered”’ office systems 
and equipment. 36 pages! Many color illustra- 
tions! Write today, on business letterhead to: 
Shaw-Walker, Muskegon 4, Michigan. 


Largest Exclusive Makers of Office Furniture and Filing Equipment in the World 
Executive Offices at Muskegon, Michigan—Branches and Exclusive Dealers in All Principal Cities 
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It’s no longer valid to say, “The idea’s good 
—but we're not big enough to use it.” To- 
day, even small and medium size companies 
can apply the same advanced techniques 


that work for the corporate giants. 


THE PROBLEM 


Build a solid new business from a small, failing com- 
pany and a product of traditionally limited use. 


THE ANSWER 


Forget traditional industry patterns, adapt big com- 
pany methods for financing, blueprint long-range 
development goals, steer expansion into profitable 
markets. 


THE MAN 


Robert A. Weaver Jr., President of The Bettinger 
Corp., Waltham, Mass. 


A Case History 


MME TEN YEARS AGO, Bettinger Enamel 
Corp., a porcelain enameling jobber with 18 em- 
ployees and a small, debilitated plant in Waltham, 
Mass., was headed for the rocks. Badly in debt, the 
company was losing about $25,000 on sales of 
approximately $100,000. 

Today this same firm is its industry’s acknowledged 
leader. It is not a company that has been swept up 
with the growth of a dynamic new industry, i. e., 
electronics. Neither is it a stock promoter’s brain- 





» PROFILE OF A NEW KIND OF MANAGER: Weaver of 
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oi Bettinger — How he made it grow 

























THIS ARTICLE WILL TELL YOU: 
1 


How to use “‘big business’ methods to build 
a company and product. 


2 


How to finance a ten year growth plan. 


3 


How to use research and development to 
expand market depth and breadth. 


4 


How to expand your corporate and sales 
structure without huge financial resources. 





THE BETTINGER CORP.’S PRESIDENT ROBERT A. WEAVER AND VICE PRESIDENT ARTHUR D. SHAVER. 
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child. The growth of The Bettinger Corp. (see chart 
below) is attributable directly to the application of 
solid management techniques. 

In 1946 Robert A. Weaver Jr. stumbled upon the 
Bettinger plant while searching for a way to try out 
some of his management and product development 
ideas. He was impressed with the favorable qualities 
of porcelain enamel: durability, strength, beauty, low 
maintenance costs, resistance to corrosion and acid. 
He felt that the company could develop its centuries- 
old ceramic-on-metal process for a broad range of 
highly marketable new lines. 

Robert Weaver invested modestly in Bettinger (“I 





bought 50% in a big debt”) and became a vice presi- 
dent. The next year, 1947, Bettinger showed a small 
profit. Weaver moved up to the presidency. 

The Bettinger Corp. is presently in the last year of a 
carefully worked out 10-year development program. 
Although the management activities of the program 
have been interwoven, for the purpose of presentation 
in this article, they are separated into individual prob- 
lem sections: 

1. The Basic Blueprint 

2. The Financial Methods 

3. The Product Development Phase 
4, The Expansion Plan 


GROWTH OF THE BETTINGER CORP.* 
1947 as compared to 1956 


TOTAL ASSETS 
NET WORTH 
CURRENT ASSETS 
WORKING CAPITAL 


SALES 


NET PROFITS * 


NUMBER OF EMPLOYEES 


NUMBER OF STOCKHOLDERS 


2,300,000 est.** 





Note: Not official company figures; compiled by Management Methods for comparison purposes only. 


PROBLEM NUMBER 1: The Basic Blueprint 


OBJECTIVES: 


1. Strengthen top management 
2. Set goals 
3. Build a flexible organization 


gaat WEAVER stepped into the 
presidency of Bettinger in 1947, 
his objective was to use the tiny 
company as a hub in building a net- 
work of plants producing new and 
improved ceramic-on-metal prod- 
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ucts wherever major markets were 
found. Weaver recognized that ac- 
complishment would depend upon 
three prerequisites: time, a plan, 
and people. 

Time: The possibility of expand- 
ing along conventional lines—by 
aiming immediately for more pro- 
duction and profit—was quickly 
abandoned. Heavy competition and 
limited markets for Bettinger’s pres- 
ent product lines (stove parts, 
enameled metal signs, etc.) made 


success by this approach unlikely. 

Instead, it was determined to set 
aside a period of 10 years for in- 
tense research and development. 
During this period, profitable pro- 
duction in conventional lines would 
be considered a primary objective 
only to the extent that it helped to 
finance the development work. 

A Plan: The thought was to 
change the direction of the com- 
pany through development of new 
products. Weaver also held the con- 
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viction that many management 
methods generally considered to be 
reserved only for big business—pub- 
lic financing, for example—could be 
applied successfully in a small com- 
pany like Bettinger. 

People: Most important of all, in 
Weaver's mind, was the need for 
people—a team of people who could 
work together wtih him in map- 
ping out and then carrying out the 
10-year development plan, and who, 
during the development years, 
would themselves develop. 


THE ANSWER: 


Weaver traveled through the 
country selling orders for conven- 
tional porcelain enamel projects. At 
the same time, he kept an eye 
cocked for top caliber candidates to 
fill two key posts in Bettinger. He 
wanted one executive to take the 
lead in corporate and financial af- 
fairs, another to head up the pro- 
duction, engineering, and research 
functions. 

The Bettinger president found 
the men he wanted in the persons 
of Arthur D. Shaver, a young finan- 
cial executive with the foreign di- 
vision of the Ferro Corp., and Fred- 
erick D. Shaw, formerly a Vice 
President of Walker & Pratt Stove 
Co. Shaver was a graduate of Har- 
vard Business School. Shaw had 
come from M.I.T. 

Fred Shaw signed aboard as Vice 
President and General Manager, 
Art Shaver as Vice President and 
Treasurer. As a further move to- 
ward building a balanced manage- 
ment structure, Weaver spotted a 
handful of young men _ within 
Bettinger who knew the business 
thoroughly and who demonstrated 
the kinds of attitudes and mental 
agility that showed promise of man- 
agement potential. He studied these 
men, got to know them better, then 
made his selections. One, Joe Zani- 
boni, was given grooming for a 
plant management position, and a 
young salesman, Nat Cannistraro, 
began taking over the sales manage- 
ment function from Weaver. Today, 
Cannistraro has trained himself as 
an engineer and is General Sales 
Manager for the entire Bettinger 
Family of Companies, while Zani- 
boni has assumed the position of 
Plant Superintendent at Waltham. 


Brainstorming ‘‘The Plan’”’ 


Once the nucleus of a manage- 
ment team had been formed, full 
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TEAM MEMBERS Art Shaver, Bob Weaver, Nat Cannistraro, and Fred Shaw. 


attentions were turned to the job of 
brainstorming the 10-year develop- 
ment program. Continual meetings 
were held. Ideas of all kinds were 
tossed into the hopper to be meas- 
ured against the individual view- 
points of everyone. 

Many specific stepping stones 
were charted within the broad 
ranges of program that was finally 
evolved. Basically, this plan was 
divided in two parts. First, from 
1947 to about 1952, all possible ef- 
fort would be devoted to product 
development. Then from 1952 to 
1957 the emphasis would shift to 
plant development—building an 


organization of improved plants 
where the new products would be 
manufactured. 


Management Development 


A small top management staff, 
especially in a development com- 
pany, calls for extra strength at 
lower management levels. Bettinger 
needed a range of young and flexi- 
bly skilled men in important re- 
search, engineering, production, 
and administrative posts. 

General Manager Shaw began 
meeting these needs through a 
coordinate pattern of upgrading, 

(Continued on page 112) 





EDITOR’S NOTE: 


Unfortunately, 
much of the social research in human 


behavior is being done by groups 
working independently of one another. 
Significant facts are often buried in 
long and highly technical reports. In 
addition, many of the researchers are 
reluctant to have their findings “popu- 
larized” by untrained observers who 
may distort them. With these facts in 
mind, we have arranged with Dr. 
Donald A. Laird, an Industrial Psy- 
chologist, to collect and author this 
series of Human Research Studies. Dr. 
Laird was formerly head of the Psy- 
chology Department at Colgate Psy- 
chological Laboratory, and Director 
of the Ayer Foundation for Consumer 
Analysis. The numbers that appear in 
parentheses refer to source material 
texts. These are listed numerically un- 
der “Bibliography” on page 38. 


me Every §=6executive 
probably has his own theory about 
what makes a job satisfying to his 
employees. Some emphasize wages, 
others working conditions, and still 
others, the nature of the work itself. 

Recent critical studies in actual 
operating situations revealed that 
there is not a one-to-one relation- 
ship between job satisfaction and 
any one contributing factor. Dou- 
bling wages, for instance, would not 
double satisfaction in the long run, 
because there are factors other than 
wages which affect it. 

Some of the other factors, which 
may count as heavily as the salary 
itself, are highlighted in these re- 
ports. The findings clearly demon- 
strate the need for the executive to 
keep his eye on many job facets, 
not on a single face, if he is to se- 
cure maximum worker satisfaction 
with the job and with the company. 





How to keep 


1. High job satisfaction does not mean high productivity 


W orkers having high job satisfac- 
tion are not generally the best pro- 
ducers. Those who reported only 
medium satisfaction with their job 
details had the highest productivity 
output. The comparative dissatis- 
faction of the highest producers in- 
dicate that the better workers are 





probably more ambitious. They 
want more from their jobs than the 
daily routine gave them. In con- 
trast, the poor producers seemed 
content with their jobs as they 
were. These tendencies were more 
marked among unskilled laborers 
than semi-skilled office clerks (1). 





PRODUCTION eS] 2 

LEVEI NENA oO) Le NEO 
MEDIUM CONTENT NOT 
SATISFIED CONTENT 





MANAGEMENT METHODS 





cy 
he 
n- 
od 
ey 


TS 


ODS 


workers happy 


2. Class esteem adds much to high job satisfaction 
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U nskilled workers have far less job 
satisfaction than skilled craftsmen 
(2). Social psychologists believe 
that the marked difference is only 
partly due to the nature of the work 
itself, and to the differential in 
wages. They feel that the difference 
in job satisfaction must come 
largely from the job levels. The 
strong factor here is the lack of 
esteem that usually goes with un- 


skilled labor. 


Some workers think that the most 
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important thing about a job is the 
opportunity to learn or advance. 
This is because they want to better 
their status. But they are sometimes 
torn by two fears: there is the ap- 
prehension that they may fail to 
make the grade, and the dread of 
having to win the acceptance of the 
higher status group. The company 
can help by having a positive pro- 
gram of job upgrading for all those 
who qualify under performance re- 
view and aptitude testing. 


3. White-collar workers have great- 
er job satisfaction than blue-collar 
workers 


A ithough white-collar men in a 
large public utility earned less (on 
the average) than the blue-collar 
men in the same firm, a greater 
share of the white-collar men were 
satisfied with their wages (2). This 
was because they generally had a 
more favorable attitude toward 
most aspects of their work. A clue 
to their greater job contentment is 
in their own reports about work 
groups sticking together, and get- 
ting group jobs done. Office groups 
have been found, in most surveys, 
to have more group spirit—“we feel- 
ing”’—than outside gangs or factory 
crews. This gratifying feeling of be- 
longing to the group carries over to 
make other aspects of the work 
more satisfying—even compara- 
tively lower pay. 

Being a white-collar man also 
gives him a little higher class, even 
when he is off the job—a reward 
that money can’t always buy. Their 
chief discontent, in comparison with 
the blue-collar men was their un- 
realized desire to have more re- 
sponsibility in their job. 
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4, Satisfaction with company falls, rises, as length of service increases 


JOB SATISFACTION 
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A new employee initially tends to 
have high satisfaction with a com- 
pany and the opportunity it offers. 
But after a year with the firm, this 
satisfaction drops. In a study of 665 
white collar workers, all with the 
same working conditions and gen- 
eral treatment, there seemed to be 


a definite occupational life pattern 
(3) The least enthusiam for the 
company was shown by those who 
had been with the firm from 2 to 5 
years. By then the clerical routine 
was humdrum; some of them had 
married and wanted more pay. 
That was the period in the cycle 
when satisfaction with the com- 
pany hit bottom. 

But after the first five years, 
things seemed to pick up. Although 
it was the same old routine, and the 
pay not much different, an em- 
ployee had probably shifted some 
of his ambitions and come to put up 
with the situation that existed. A 
few who couldn't bring themselves 
to like it had quit. 

Satisfaction climbed to its high- 
est among the workers with longest 
service. Their work was more 
varied, and their pay a little more, 
both of which helped. In this part 
of the cycle job security and an ac- 
ceptance of routine helps greatly. 


5. Higher education leads to lower job satisfaction 


JOB SATISFACTION 
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The more education a person has, 
the less satisfied he becomes with a 
standardized job. The education of 
employees of a large electric com- 
pany was checked against their sat- 
isfaction with the firm and their 
work (4). Nearly 4,800 blue-collar 
men, 1,800 white-collar men, and 
1,200 white collar women were in- 





cluded in the survey. 

High school graduates were more 
dissatisfied with their responsibility 
than those workers who had not 
completed grade school. The men 
who had more schooling were also 
inclined to show a larger proportion 
dissatisfied because of the way 
people were placed on jobs, the 
lack of opportunity for promotion, 
and the feeling that their full skill 
was not being used. 

Some industrialists have thought 
that the steady increase in educa- 
tion arouses higher aspirations 
which are only frustrated by job 
simplification. The findings from 
this utility firm indicate there may 
be a basis for this belief. A few 
companies have “job enrichment 
programs” by which they are put- 
ting variety back into jobs which 
they believe had been over-simpli- 
fied in the past. 





6. Job interest increases as the 
number of job operations increase 
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An analysis of job interest among 
assembly line workers showed that 
a variety of tasks on a job made 
these jobs more interesting than 
the simpler ones (5). The workers 
all had about the same wages, but 
one-third performed only one op- 
eration—using the same tool on the 
same part for two minutes. Another 
third did two to five operations as 
the conveyor moved the assembly 
past them. The balance of the men 
had jobs with more variety, of 5 or 
more operations. Job interest was 
directly tied in with the variety of 
operations the men performed. In 
general, the less the variety, the less 
interest. 

The trend has been to make jobs 
simpler so they can be learned 
easier and performed quicker. But 
now some companies are trying to 
put interest back into over-simpli- 
fied jobs by shifting workers to 
other jobs at intervals during the 
day. This method helps to reduce 
boredom, absenteeism, and quit- 
ting the job. 
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Case history results of 


A Management Development Program 


by A. T. Loeffler, 


Vice President, Food Machinery and Chemical Corporation 


EDITOR’S NOTE: In the March, 
1956, issue of MANAGEMENT METH- 
ops, Joseph M. Trickett, Management 
Development Coordinator, described 
the unusual program he has devel- 
oped for the Food Machinery Corpo- 
ration. Both Mr. Trickett and the 
magazine have received many letters 
from readers challenging the validity 
of the Performance Review as the 
basic tool of the FMC program. In- 
stead of asking Mr. Trickett to answer 
them, we have invited Mr. Loeffler, 
the vice president in charge of the 
program, to describe the actual expe- 
riences with the Performance Review 
under practical working conditions. 


SE 4 Management De- 


velopment program isn’t worth its 
salt unless it eliminates the ever- 
present threat of human antago- 
nism. So it isn’t strange that many 
businessmen raise their eyebrows 
when we say that the basic build- 
ing block in our program is the 
“Performance Review.” This Re- 
view is a face-to-face meeting of an 
employee and his supervisors, at 
which his progress and his limita- 
tions are discussed and corrective 
suggestions are made. We usually 
hear this question first: What about 
the man who rubs his supervisor the 
wrong way? Can he still get 
ahead?” 

It should be understood from the 
outset that no management devel- 
opment program can operate with- 
out some form of subjective ap- 
praisal by supervisors. We may 
differ in the increased emphasis 
we place on it. But our decentral- 
ized set-up demands that we do it. 
Food Machinery operates some 14 
division in 40 plants spread 
throughout the country. Moreover, 
we are growing fast and have ur- 
gent need for new supervisory and 
managerial talent to come from the 
ranks. For these reasons, we have 
adopted this relatively simple tech- 
nique which can be applied broadly 
and readily to all our locations. 

Naturally, there are two prerequi- 
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STUDY | 
Background 

Ed Jones was one of three assistants to a Division Sales Manager. 
His job was to act as liason between the sales organization and the pro- 
duction organization. The work included short term sales forecasting 
and transmittal of such information to the producing plants. The Sales 
Manager was a hard driving salesman. He was an analytical thinker 
who tended to reserve decisions to himself. He treated his assistants 
as order takers responsible for routine and such staff work as he 
thought necessary. The work pressure in his department was constant 
and intense. He felt that Ed did not have the necessary imagination 
and drive. 

Ed is 48 years old. His work experience included several responsible 
positions in the production organization both in line and staff capacity. 
At one time he had left the company for three years to take an excel- 
lent position with a small competitor. He had returned to the fold one 
year ago to take the staff assistant position in Sales. 

Performance Review 

The group that evaluated Ed’s performance had difficulty coming 
to a helpful conclusion. They recognized that there was a lack of 
aggressiveness and imagination in the way he was handling his pres- 
ent responsibilities, but they were conscious that in past years he had 
held positions of responsibility to the company’s apparent satisfaction. 

Their conclusion was that Ed’s performance was perhaps affected 
by his relationships with his boss, the Division Sales Manager, and by 
the tempo of work in his present job. They thought that matters could 
improve for him if he could be re-assigned to a position where the 
work pressure from above was not quite as insistent. 

Results 

As things turned out, this was exactly the right conclusion. Several 
months after the Performance Review, Ed was assigned as a staff as- 
sistant to a Division Manager. This Division Manager was an ex- 
tremely relaxed person who watched his key personnel closely but 
permitted his subordinates great leeway in the performance of their 
tasks. Ed blossomed under his friendly supervision. The change in his 
willingness to assume responsibility and in the ener ty with which he 
tackled new projects was so apparent that within a year he was se- 
lected for an opening carrying line authority. 

NOTE: The Sales Manager has also improved as a result of Perform- 
ance Review. He is delegating more responsibility and authority! 





sites for participation in a Perform- 
ance Review. These are: 

Those taking part must have a 
close knowledge of the work pat- 
terns of the person being reviewed. 

The review must be undertaken 
in a friendly and constructive spirit. 

An important side effect of the 
Performance Review, incidentally, 
is its real value to those participat- 
ing in the Reviews as panel mem- 
bers. As they review employee per- 
formance, these panel members 
very often find that their own 
perspectives change, their vision is 
broadened, and in a real sense, they 
also evaluate their own performance. 

To show you the way in which 
we have used these Performance 
Reviews to date, let me illustrate 
with four case histu:.es. Each of 
these studies has been chosen be- 
cause the Review indicated that 
certain definite steps should be 
taken, steps which would not nor- 
mally have been anticipated with- 
out the Review technique. The four 
case histories, taken together, point 
out the many alternate (and some- 
times ingenious) ways in which a 
man can be helped by the group- 
thinking of his associates. You will, 
I am sure, excuse some juggling of 
the facts to conceal the “names and 
numbers of the players.” 

The actions we took in these four 
cases were not startling or novel. 
Their variety, however, illustrates 
our fundamental concept. We feel 
that every man in our organization, 
at any level, should be given per- 
sonal assistance tailored to his per- 
sonal situation. We feel that our 
Performance Review _ technique 
helps to do this. It is a tool and an 
aid towards this end, though cer- 
tainly, it is not expected to be a 
cure-all. m/m 
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Background 

Jim Stull was in charge of a high level staff function within one of 
our Divisions. He had to work closely with the sales and purchasing 
functions in that Division, and to a lesser degree, with these functions 
in some of our other Divisions. His work required constant contact 
with top management within and outside the company. 

Jim was an able, likeable person. His personal contacts were of the 
best, and he was made welcome wherever he did business. This was, 
of course, an important quality in someone working in a staff capacity. 
He was handicapped by a limited education and by his work experi- 
ence which caused him to look at corporate problems solely from the 
standpoint of his own function. 

Jim is 55 years old. His entire work career had been within the func- 
tion of which he was now head. He had started out as a clerk after 
graduating from high school, and had experience in two other compa- 
nies before coming to ours 10 years ago. 

Performance Review 

The group that considered Jim’s performance reached conclusions 
very quickly. There was no question of his ability to do an effective 
job. They felt, however, that it was too late in his work career to 
broaden his horizons by giving him responsibility in another function. 
They believed that he could be greatly helped by further “schooling,” 
and someone suggested that he attend a two weeks’ course sponsored 
by a local University in the relationship of his function to general 
management problems. Someone else suggested he be sent to one of 
the general management schools, particularly one which emphasized 
the importance of the liberal arts to management thinking. 

Results 

It is too early to tell whether these conclusions will be helpful or not. 
Jim has just completed the two weeks’ course mentioned above and 
has returned to his job with new ideas and with enthusiasm for the ex- 
perience. He will attend the general management school next Fall. In 
his case we think that an “old dog can be taught new tricks” and that 
Jim will be a person of considerable stature in the next 10 years. 
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STUDY lil 
Background 
Bill Bennett was a staff assistant to our Personnel Manager. His pri- 
mary function was to do necessary research and dig out facts to help 
the Personnel Manager in determining policy and in reaching deci- 
sions. He was a willing and quick person whose basic problem lay in 
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his inability to organize his work properly. His tendency was to veer 
away from the objectives agreed upon by him and his supervisor. In 
part this seemed to come from an instinctive desire to plan and do 
work in behalf of many people with whom he came into contact. 

Bill is 26 years old. He had a technical education and came to work 
with us four years ago as a sales trainee. His inability to move forward 
constructively with projects assigned to him had been apparent in his 
sales training work. He was transferred to Personnel about two years 
ago upon his professed interest to gain experience in personnel. 


Performance Review 

In Bill’s case the group reached an unhappy conclusion that fur- 
ther efforts to help him would not be worthwhile. They agreed that 
the counselling and assistance that he had received from his super- 
visors during his four years with the company had been good. They 
felt that his work showed great immaturity. They did not see how 
further guidance could help him in the foreseeable future. 


Results 

Bill’s supervisor had a frank talk with him about his performance. 
Bill has now left our employ. We have the feeling that having this 
work out in this way may have had a sobering influence upon Bill's 
attitude towards his work. We may have applied just the right kind of 
remedy for a young person in his formative years. 
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STUDY IV 


Background 

Joe Furry was the Process Superintendent in one of our large plants. 
He was responsible for quality control and process engineering. He 
had some 25 professional technical people working for him. He had a 
high level of technical ability and we had every reason to believe that 
he could assume greater management responsibility if he were given 
the opportunity. 

Joe is 85 years old. His entire work experience had been not only 
with our company, but in the plant in which he was now Process 
Superintendent. Since graduating from college 13 years ago, he has 
lived and worked in the small community where our plant is located. 


Performance Review 

The group felt that it was high time that Joe be exposed to a differ- 
ent function and to a different management climate. They felt that 
if he were to achieve a full potential in our organization he should be 
transferred from the plant and the small community in which he had 
spent his work life to date. His real need was for broader horizons 
both in and out of his work experience. 
Results 

Joe was assigned to the staff of our technical director in the home 
office. He was given assignments that expose him to processes and de- 
velopments in other companies in our industry. This transfer has acted 
as the keenest form of incentive to Joe. He is approaching his new as- 
signment with full realization of the training opportunity it affords 
him in preparing to go up the management ladder. 
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Why we like the 


Performance Review 


It is so simple and direct that 
it appeals to our management 
people no matter what their 
function, organizational level, 
or personal philosophy. It 
lends itself to the many kinds 
of business in which FMC is 
engaged. While being per- 
sonal and self-developmental 
in nature, it is effective with- 
out highly organized staff 
planning. 
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It acts as a catalyst, stimulat- 
ing individuals to action to 
help themselves. If we did not 
have such a program, many 
constructive steps towards the 
development of various indi- 
viduals would “die on the 
vine.” 
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Because several associates 
participate in a_ Review, 
sounder and more construc- 
tive group conclusions result. 
Each panel member observes 
the man in the light of his own 
working relationship with the 
subject. The interchange and 
combination of ideas leads to 
a well-rounded and well-de- 
veloped group picture which 
produces final worthwhile 
comments and suggestions of 
value to the man involved. 
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Increase 


Customer Inventories 


without credit risk 





by Lawrence S. Coates 
Executive Vice President 
Lawrence Warehouse Company 


Manufacturers can sell more goods more profitably when they extend inventory assistance 


to their distributors and customers. This assistance, in the present tight credit market, can be 


accomplished by means of a refinement on field warehousing which lessens the credit risk. 


umes A plastics manu- 
facturer in the midwest had been 
purchasing single “carboys” of 
costly raw materials from a large 
chemical company. He found that 
he could effect substantial savings 
by buying in carload lots, but he 
lacked the operating capital. The 
chemical company felt it wasn't 
able to advance him the necessary 
credit, because his financial rating 
was relatively low. So the plastics 
manufacturer was forced to strug- 
gle along on a hand-to-mouth basis. 

This is a common situation in to- 
day’s tight credit market. With the 
current scarcity of loanable funds, 
manufacturers who are pushing 
production and plugging for sales 
records have, at the same time, 
been forced to maintain stricter 
credit policies. Obviously, the two 
methods are incompatible. 

It is because of this two-way 
squeeze that a refinement of field 
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warehousing (called secured dis- 
tribution) has recently attracted 
considerable interest. 


How field warehouses operate 


In order to understand secured 
distribution, one must first under- 
stand the operational technique of 
field warehousing. A field ware- 
house is actually a branch public 
warehouse established on_ the 
premises of a manufacturer, proces- 
sor, wholesaler, or distributor for 
the purpose of permitting the issu- 
ance of warehouse receipts on the 
inventory stored there. 

The warehouse receipts may be 
issued to a bank, finance company, 
manufacturer, or any person having 
a financial interest in the merchan- 
dise covered. In area, the ware- 
house may be an entire building, a 
room, a partitioned section, or even 
an open yard—any space in which 
goods to be warehoused are nor- 
mally kept. 


How secured distribution works 


The area set aside for the ware- 
house is leased on a month to month 
tenancy by the warehouse com- 
pany. Its signs are placed in and 
around the unit, and its locks 
placed on the entrances. To com- 
plete its legal bailment or cus- 
todianship, the warehouse firm 
hires or “takes over”—from the pay- 
roll of its customer—an employee 
who is familiar with the inventory 
involved. This employee becomes 


the bonded Warehouse Manager 
in charge of the warehouse. After 
being thoroughly instructed in his 
duties, he is vested with the au- 
thority to issue warehouse receipts 
and releases on behalf of the ware- 
house company. 

The importance of all this to a 
manufacturer is that, when he ships 
his merchandise to such a field 
warehouse unit subject to the sim- 
ple documentation required, he can 
protect himself just as fully with re- 
spect to retention of title as though 
the goods were still stored in his 
factory warehouse. Or, if he pre- 
fers, the manufacturer can pass title 
to his customer, and take back a 
security interest which gives him 
the position of a preferred creditor 
in the event of bankruptcy. This 
makes it possible for him to control 
delivery of the goods while his cus- 
tomer is a going concern. 


Two plans of operation 


The manufacturer may express a 
preference between two distinct 
plans of secured distribution. One 
plan contemplates the passing of 
title at the manufacturer’s place of 
business, when the goods are 
loaded on truck or rail car, and the 
customer billed. When the mer- 
chandise arrives at its destination, 
the customer delivers the shipment 
to the field warehouse area and 
causes warehouse receipts to be is- 
sued in the name of the supplier. 

The second plan contemplates 
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the complete and uninterrupted re- 
tention of title on the part of the 
manufacturer, In these situations he 
ships to himself, in care of the ware- 
houseman. The distributor does not 
enter into the transaction in any 
way, other than as the handling 
agent, and acquires no title or in- 
terest in or to the goods. 

In both of these plans, actual de- 
livery of the goods to the distribu- 
tor for eventual sale to his cus- 
tomer, is made in a variety of ways, 
all controlled by the manufacturer 
through instructions issued by him 
to the warehouseman. These vary 
from the collection by the ware- 
houseman of a certified check in 
advance of the delivery, to mere 
notification to the manufacturer 
that a delivery has been made. 

Most authorizations given to the 
warehouse company in these mat- 
ters involve the free delivery of a 
limited amount during a weekly 
period, with reimbursement made 
to the warehouseman at the end of 
the week, or at the time the stated 
limits are reached, whichever oc- 
curs soonest. 


Case of the plastics manufacturer 


Let’s apply this service to the 
problem facing the plastics manu- 
facturer who was unable to make 
carload purchases. When secured 
distribution was brought into the 
picture, the chemical firm was then 
free to ship full carloads to them- 
selves. These were sent in care of 
the warehouseman, on the premises 
of the manufacturer, with full credit 
protection. The warehouseman was 
told to deliver up to $10,000 worth 
of the raw material in any one 
week, collecting cash in the form of 
company checks for all material 
that was delivered. 

The results of this liberalizing of 
the chemical company’s credit pol- 
icy were immediate. The manufac- 
turer was able to expand his pro- 
duction of resins and plastics, in- 
crease his own sales, and thereby 
increase his ability to buy from the 
chemical firm. The chemical com- 
pany, on the other hand, replaced a 
small-order customer of doubtful 
credit with a carload customer rep- 
resenting no credit risk whatsoever. 

This is only one example of hun- 
dreds of similar cases. There are 
many cases in which secured dis- 
tribution has been made an in- 
tegral part of a manufacturer's 
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ABOVE: A typical warehouse area has 
been fenced off, put under lock and 
key, and placed in the custody of the 
Lawrence Company. BELOW: Photo 
of actual sign used to identify area. 
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credit policy. One large supplier of 
commercial fertilizer recently pur- 
chased the entire output of a pro- 
ducer of these organic compounds, 
and agreed to arrange for imme- 
diate delivery. Through the me- 
dium of secured distribution, the 
supplier was able to have the fer- 
tilizer shipped in carload lots to 
field warehouses on the premises of 
over 100 of its distributors. Each 
distributor was allocated his sea- 
son’s supply and the aggregate ton- 
nage of fertilizer handled in this 
manner constituted a major portion 
of the entire amount moved. 

Results? The distributor received 
his stocks during the quiet pre-sea- 
son months when labor was plenti- 
ful, and thus started the season with 
a full inventory. The supplier 
avoided the necessity of costly 
warehouse construction and, in ad- 
dition, got the sales benefit from 
having full inventories at the dis- 
tributor level prior to the season’s 
rush period. And, of course, no 
credit risk was involved, since the 
material remained in the supplier's 
name until actually delivered to the 
distributor for sale to his customer. 
At that point, supplier's regular 
credit terms went into effect. 


Leveling year-round production 


Perhaps one of the best known 
examples is that of the air condi- 


tioning manufacturer who __ pio- 
neered in the matter of extending a 
helping financial hand to distribu- 
tors. Officials of this firm far- 
sightedly saw how they could level 
their own production peaks and 
valleys, and at the same time place 
adequate inventories on _ the 
premises of their customers. 

They made secured distribution 
shipments in the winter months, 
and withheld invoicing until the 
selling season began. They were 
thus able to store a considerable 
portion of their production in the 
numerous field warehouse units. 

This meant that their assembly 
lines could run all year round at 
about the same one-shift pace, with 
a tremendous saving in labor costs 
and general improvement in effi- 
ciency of operation. To the individ- 
ual distributor, of course, this meant 
the guarantee of an adequate stock 
of units and parts on hand prior to 
the summer rush and—actually—an 
opportunity to sell air-conditioning 
to the ultimate user for off-season 
delivery for immediate installation. 


Full stock of costly equipment 

Consider briefly the story of a 
firm which manufactures cleaning, 
pressing, and dyeing units for the 
laundry and dry cleaning industry. 
Often sales were missed, officials of 
this company knew, because the 
distributor did not happen to have 
one of the large and rather costly 
units in stock. This condition ended 
when secured distribution was put 
into effect. A full stock of the equip- 
ment was placed in storage in field 
warehouse units on the premises of 
the distributor. On-the-spot sales 
were possible because the inven- 
tory was on hand when the cus- 
tomer wanted to buy. Distributors 
were encouraged to put on sales 
campaigns and quite naturally sales 
of the units increased markedly. 
Since the distributor’s working 
capital was not tied up in inven- 
tory, he had funds available with 
which to advertise, hire more sales- 
men and, in general, do a better 
sales job on the supplier’s line. 

Secured distribution is one of the 
best new approaches to credit since 
the cash discount. It permits manu- 
facturers to get their merchandise 
to market when distributors and 
customers cannot otherwise afford 
to carry an adequate inventory. 

For more details, circle number 549 
on the Reader Service Card. 
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How to obtain the ultimate in business insurance - - 


“The commercial property floater 


by Michael H. Levy 
Chairman of the Board 
Federated Brokerage Group 


Although no insurance company has yet devised a totally 


comprehensive commercial property policy, here’s how the 


progressive businessman can obtain comparatively full coverage. 


ee low «did New 


England industry fare insurance- 
wise after the floods of last year? 
It’s my guess that they didn't fare 
too well. For example, the shop- 
keepers on the Main Street of Win- 
sted, Connecticut, who couldn't 
buy flood insurance, had their shops 
washed away. Factories I know of 
in Naugatuck were under-insured 
or insured against the wrong haz- 
ards. At any rate, management had 
little opportunity to buy the right 
kind of coverage for the situation. 
In the Naugatuck situation it was 
the local businessman who took 
the greater loss. 

Just what kind of insurance cov- 
erage does a businessman need to 
permit him to sleep at night? Here 
are some of the characteristics: It 
must cover against all physical 
hazards such as fire, water sprinkler 
leakage, theft, flood, earthquake, 
and scores of other assorted haz- 
ards for all of his equipment, 
stock, and raw materials. It must 
apply whether it is located in his 
main base of operations, in transit, 
at a contractor’s establishment, in 
a warehouse, or any other place. 

Before I go any further, let me 
assure the reader that there is no 
such policy available in all states. 
No insurance company has yet con- 


aa 


structed one and had it accepted 
by all the rating boards and insur- 
ance departments. 

Yet it can be bought—or at least 
judicious purchasing of present 
policies with the necessary addi- 
tions in coverage can be construc- 
ted to approximate the policy. 
Functionally this can be labelled 
a “commercial property floater.” 
The premium rate for such a policy 
would be high—but worth the 
price—since no insurance policy 
is worthwhile unless it provides 
true comprehensive protection. 


Commercial property floater 


The method for purchasing such 
a policy may be a slightly round- 
about one, but it is sound and legal. 
Briefly, this is how it works: 

The businessman purchases a 
regular fire insurance policy, sold 
in a state where the limit on ex- 
tended coverage is liberal. Then, 
he adds the specific extended cover- 
age required to make the policy into 
a true full commercial property 
floater. We recently constructed 
such a policy for a client in Cali- 
fornia which even included flood 
and earthquake risk provisions at 
a cost comparable to the less ade- 
quate coverage he previously held. 

To dramatize the effectiveness 


of a commerical property floater, 
here are two case histories. The 
circumstances in each are slightly 
changed to avoid identification. 


Case history I 


This manufacturer of costume 
jewelry is located in Fall River, 
Mass. His products sell on the re- 
tail market for prices ranging from 
50¢ to $3.00. His machinery is 
worth $300,000 and he keeps an 
inventory of approximately $200,- 
000 in raw goods, in goods in proc- 
ess and in finished merchandise. 
He keeps packaging and shipping 
materials worth $50,000 on hand. 

He feels that he is careful about 
his insurance and is covered by 
the following policies: A fire insur- 
ance policy with the extended cov- 
erage endorsement for $500,000 
with a 90% co-insurance clause; 
this costs $2,000 annually. A water 
damage policy of face value of 
$25,000 with a 5% co-insurance 
clause; the annual premium is 
$400. (This is inadequate; the 
policy should be for $27,500). A 
sprinkler leakage policy worth 
$250,000 with a 50% co-insurance 
clause has a premium of $500. 
(This is also based on fire insurance 
coverage instead of inventory and 
contents values and is also inade- 
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dictation-transcription machine by Comptometer 


with amazing UNIMATIC remote-control microphone 


+. makes dictating as easy as talking—An electronic miracle in the sim- 
plification of dictation has been achieved by Comptometer. Now you can forget 
the mechanics of recording and have your mind free and clear for better dictation. 
All you do is talk into the Unimatic remote control microphone which fits the palm 
of your hand. One simple button lets you dictate, listen, reverse to review, or even 
to “erase” and replace a word or phrase.When finished dictating, press other button 
to mark length of letter—everything is automatically recorded by remote control. 


++. Saves more than it costs—The flexible Mylar* magnetic recording belt 
can be used for thousands of dictations. It “wipes” clean in just one second, 





ready for re-use. The day-after-day savings over costly ordinary one-use belts or 
records more than return your Commander investment. And only Comptometer 
guarantees these mailable belts for life. 


-.. erases unwanted words—You will hand your secretary error-free dic- 
tation she will transcribe twice as fast and right the first time. Error-free because 
you can electronically “erase” any unwanted part of your dictation and replace 
with the new or correct thought—No extra correction instructions to add. And, for 
economy-minded offices, the same Commander unit can be used for both dicta- 


tion and transcription. % Mylar-Dupont’s trademark for its Polyester Film. 


SEE ALL THESE YEARS-AHEAD FEATURES DEMONSTRATED IN YOUR OWN OFFICE! 





NEW! NEw! NEw! NEW! NEW! NEW! NEW! NEW! NEW! 
Visualite Indicator, Remote Indexing Unimatic Remote- Simplified Recorder — Conference Recording— Customized Input Vol- Carrying handle Dual speakers Modern design 
Glows red when you automatically marks Control Microphone all operating controls Listening. Supersensi- ume-Control can be 
dictate, flashes to length of letter. fits palm of hand. Two are now on Unimatic tive microphone pickup. pre-adjusted to your NEw! NEW! NEW! 
green when you listen buttons control all microphone. Extra loud volume play- voice whether it’s ex- P ; : 
or transcribe. operations back speaker. tra loud or extra soft. Removable cover Lighter weight High Fidelity 

also Comptometer Dictation Div., Felt & Tarrant Mfg. Co., 1732Marshfield St., Chicago 22, Ill. 
ON a ENS a available Gentlemen: Without any cost or obligation please arrange: 
: eg ss ake in (1 FREE DEMONSTRATION () FREE 10 DAY TRIAL ( Send complete information 


OMPTOMETERY “™ 


A product of Felt & Tarrant Mfg. Co., Chicago, IMlinois. Other Feit & 
Tarrant products: The world-famous Comptometer Adding-Calculating 
Machine and the new 10-key Comptograph 202" Calculating-Adding machine. 
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quate.) An open stock burglary 
policy at his main plant for $20,- 
000; this has a $360 premium. 


Inventory fluctuates 


Inventory fluctuates from a low 
of $150,000 to a $350,000 peak, 
while packaging material inventory 
ranges from $50,000 to $80,000. 
Some of the manufacturing is done 
off premises by three contractors 
who reach a peak inventory of 
$25,000 per location. He also rents 
a floor in a building several blocks 
away as a warehouse site. Materi- 
als which range in value up to 
$50,000 are stored here. Fire in- 
surance protects the warehouse 
site at a cost of $500 per year, 
while there is no insurance cover- 
ing the contractors’ operations. 


Compare your coverage 


Before outlining the misfortunes 
which befell this company, com- 
pare this coverage to your own. Is 
yours as extensive? From my own 
experience, I would hazard a guess 
that few companies maintain 
equally as broad coverage. 

The test of this coverage came 
last summer. One night a window 
was left open in the main plant. 
This was a perfect opportunity for 
thieves, who helped themselves to 
$14,000 worth of costume jewelry. 
During the same week, a river close 
by the plant of one of the contrac- 
tors overflowed. It flooded the en- 
tire ground floor of the contractors’ 
plant and destroyed $20,000 of raw 
materials and goods in process. 

Neither of these losses was cov- 
ered by insurance. The burglary 
policy did not cover theft—and the 
company had by-passed insuring 
the contractor's establishments. 
Total loss of this “heavily insured” 
company: $34,000. 

A properly written commercial 
property floater not only would 
have covered the theft, but would 
have repaid the company at the 
selling price of the goods, thus 
covering profits on the finished 
merchandise as well as covering 
basic costs. The material at the 
contractor's establishment would 
also have fallen under the pro- 
tection of the policy. 

The ideal commercial property 
floater, to cover this situation 
would have been a top face 
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3 New Commercial Insurance Policies 


In the past year or so, three new business policies, which con- 
tain some of the benefits of the “commercial property floater,” 
have been developed. They are the mercantile block policy, the 
merchandise floater policy, and manufacturer's output policy. 


The mercantile block policy 


This policy, at this writing, has 
been approved in only a few 
states. Its chief failing, as it now 
stands, is that it excludes too 
many businesses from its cover- 
age. For example, among those 
excluded are most manufac- 
turers, service operations, farms, 
and public utilities. 

On the positive side, it insures 
against all risks of direct physi- 
cal loss for all of the assured’s 
stock, wares, merchandise and 
furniture, fixtures and equip- 
ment, salesmen’s _ samples, 
models, molds, patterns, scien- 
tific instruments, property on 
consignment, property in the 


The merchandise floater policy 


This new insurance package is 
useful to businesses having fluc- 
tuation in stock. It is particularly 
adaptable to dealers, whole- 
salers, jobbers, distributors, and 
manufacturers not extensive 
enough to need the coverage of 
a manufacturer’s output policy. 

The fire section of the policy 
covers stock, supplies, furniture 
and fixtures non-manufacturing 
machinery on premises owned, 


The manvfacturer’s output policy 


This covers personal (as con- 
trasted to real) property, stocks, 
raw materials, furniture, and 
vehicles for all risks away from 
the manufacturing premises. 

The assured files a monthly 
report on materials and equip- 
ment in each location. As each 
location is utilized, he is auto- 
matically insured. 

It contains the usual exclusions 


hands of others, property in 
transit, and on exhibit. 

Risks excluded include flood 
or earthquake, loss from dishon- 
est acts by the assured or his 
employees, business interrup- 
tion, and the host of typical ex- 
emptions such as contamination 
by radioactive or fissionable ma- 
terials, snow or sleet, and back- 
ing up of sewers. 

The advantages of broader 
coverage, consolidated handling, 
and elimination of duplication 
and gaps in coverage, make this 
policy an ideal starting point for 
commercial property insurance 
coverage. 


leased or operated by the in- 
sured. The marine section covers 
stock and machinery in public 
warehouses, property on con- | 
signment, processed property, | 
and merchandise sold on a de- 
ferred payment plan. 

On the negative side, it does 
not cover loss from flood or 
earthquake, dishonest act of the 
insured, vermin, delay, moths, 
and so forth. 


of flood, earthquake, or dishonest 
act by the assured. Further, it 
does not cover unexplained loss 
or inventory shortage. 

These policies, in spite of their 
shortcomings, add up to the fact 
that the businessman can, by 
purchasing the applicable one of 
the three, supply himself with 
better coverage than ever be- 
fore possible. 
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Stamp, mark, code... 
eight times faster! 
Tickometer beats hands... hands down! 


Stamping, marking, coding or cancelling by hand is tedious, 
high-cost— and unnecessary. Because a Pitney-Bowes Tickometer 
can do the work eight to ten times faster, and more accurately. 

And has shown important savings in thousands of companies ! 


e¢ The Tickometer will imprint, mark, cancel, or date — 
and count— up to 1,000 pieces a minute. It is used 

on checks, coupons, cards, tags, sales slips, tickets, etc. 
It codes labels for product, and distribution control. 


¢ It feeds and stacks automatically, stops for faulty 
items, registers whole or partial runs. So accurate that 
banks trust it to count currency! Easy to set, and can be 
operated by anybody. Has almost unlimited applications. 


¢ The Tickometer can be bought or rented, soon pays 
for its use. Serviced from 289 cities, coast to coast. 
Ask the nearest PB office for a demonstration...or send 
for free booklet and case studies. 





New Package a 


Sy es — OF V7 | 
Imprinter ( etl; ( af 
| / 
Imprints folding cartons, containers, 
bags—at speeds up to 7,500 an hour. 
Even does imprinting on envelopes 
and dealer literature. Sharply 
reduces volume and variety of 
carton inventories, avoids waste 
in preprinting. Can be used 
by anybody. Ask for demonstra- 
tion, or send coupon below. 





PITNEY-BOWES, INC. 


Pitney-Bowes 
4544 Walnut Street 


| Stamford, Conn. 
| I & F C M | . | | E | (Send free Tickometer booklet & case studies 


Te | 


[_] Send free Imprinter booklet & case studies 
Counting & Imprinting Machine 








hen, Name - 
Made by the originators of the postage meter 
... Offices in 94 cities in U. S. and Canada i Address 
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POSITION WANTED AS 
DIRECTOR OF SYSTEMS & PROCEDURES 


A Director of Systems & Procedures, man- 
aging and coordinating a corporation-wide 
systems & procedures progrem in multi-plant 
operations, is interested in relocating with 
a progressive company. 

EXPERIENCE covers twenty-four years major 
activity with a variety of companies in light 
and heavy manufacturing, chemicals, auto- 
mobile, steel and utilities—domestic and 
foreign. 

RESPONSIBILITIES in all phases of indus- 
trial management include: management con- 
trol studies in accounting sales and opera- 
tions; design development and _ installation 
of systems and procedures; preparation and 
maintenance of systems & procedures man- 
vals; implementation of company policies; 
design and operation of forms control pro- 
gram and work simplification program; sys- 
tems planning and accounting research. In- 
stallations included successful adaptation of 
integrated data processing techniques and 
equipment. 


Minimum Salary Requirements: 
$14,000 


Please address replies to: 

BOX DSP 
Management Magazines, Inc. 
22 WEST PUTNAM AVENUE 
GREENWICH, CONNECTICUT 








a ~) 
How’s your 
business card? 


Get your FREE copy of Busi- 
ness Card Buyers’ Guide. See 
how your cards rate, by judging 
them on the basis of the Check 
List included with this booklet. 

Learn how Hill craftsman- 
ship can give you cards you'll 
be proud of . . . that impress 
prospects . . . that reflect your 
company’s personality and pres- 
tige . . . and at surprisingly 
low cost. 

Business Card Buyers’ 
Guide, complete with impressive 
sample cards, is free to firms 
using at least 5,000 cards yearly. 
Write for your copy today! 


If it’s worth seeing, put it on a Hill 








r.o.H. HILL, inc. 
270 A-55 Lafayette Street 
New York 12, New York 


Please send a free copy of BUSINESS CARD 
BUYERS’ GUIDE. Enclosed is a sample of our 
present card, of which we use( )yearly. 


Name 





Company 
Address. 
City. Zone. 
State 


Fine Business Cards and Letterheads 
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amount of $900,000, with a monthly 
reporting procedure to reduce the 
premium cost as inventories are 
dropped. With this normal monthly 
fluctuation, the annual cost of such 
a policy is around $6,500 as com- 
pared to the cost of $3,760 for the 
previously inadequate insurance. 
It would have cost more, but cover- 
age would have been complete. 


Case Il 


This corporation, which manu- 
factures small metal products, has 
a much larger and more complica- 
ted insurance problem. The main 
plant is in Providence, Rhode Is- 
land, and employs 1,200 people in 





ABOUT 
THE 
AUTHOR 





Michael H. Levy, chairman of the 
Board of Federated Brokerage Group, 
is the author of two books about in- 
surance. A controversial figure in the 
insurance field, one of his recent ar- 
ticles touched off strong feelings—both 
pro and con—in the insurance indus- 
try. Young and dynamic, he is an ac- 
tive member of the Young President’s 
Organization. Mr. Levy holds a Doc- 
tor of Philosophy degree in Insurance. 
He has been a leading figure in estab- 
lishment of insurance coverage for 
summer children’s camps and a pro- 
ponent of term life insurance as the 
most desirable form of life coverage. 





four separate buildings. A smaller 
assembly plant at Hamilton, R.L., 
employs 250 people in two build- 
ings, while a third plant at Hones- 
dale, Pa., employs 200 people in 
two buildings. In addition, there 
is a warehouse in Newark, N.J., 
where 14 people are employed, 
and a main office in New York City 
which houses 114 workers, includ- 
ing 26 salesmen. 

Insurance is handled through a 
special management team which 
works in conjunction with a special 
insurance consultant. Fire insur- 
ance is handled on a monthly re- 
porting basis. A one million dollar 
limit is placed on the main plant, 
$250,000 at Hamilton, $200,000 at 
Honesdale, and $400,000 at the 
warehouse. The average reported 
value is 75% of these limits. 


(see page 50) 











What the new 
FEDERAL FLOOD INSURANCE 


will mean to business 


At this writing it is impossible 
to advise precisely how to uti- 
lize the five-year $5,000,000,000 
flood insurance program, signed 
into law by the President last 
month. Until the actual adminis- 
trative instructions have been is- 
sued, we can only speculate on 
procedure. 

From a careful reading of the 
bill, however, it would appear 
that the procedure to be used will 
closely approximate the one used 
in the War Risk Insurance pro- 
gram during World War II. The 
procedure for that program speci- 
fied that contracts be issued by 
private insurance carriers with 
the sub-contracts being re-insured 
by the Federal Government. The 
new act does provide for the pri- 
mary responsibility of administra- 
tion to be vested in a Commis- 
sioner within the Housing and 
Home Finance Agency. 


New coverage 


The coverage provided in the 
act includes “Flood” as “any flood, 
tidal wave, wave wash or other 
abnormally high tidal water, del- 
uge, or the water component of 
any hurricane or any other severe 
storm, surface landslide due to 
excessive moisture.” 


Financial coverage 


The act encourages and assists 
the private insurance companies, 
on the basis of developing expe- 
rience, to employ their own means 
for insuring against flood risk. 
The maximum coverage for an in- 
dividual insured will be $250,000. 
The maximum on a single dwell- 
ing will be $10,000. Forty percent 
of the cost of the insurance will 
be subsidized by the }'ederal 
Government, with the policy 
holder paying at least 60% of the 
“estimated” premium rate. 

In an effort to avoid nuisance 
claims all policies will have a de- 
ductible provision (similar to that 
in most automobile collision poli- 
cies and in many windstorm poli- 
cies). This deductible will be $100 
plus 5% of the remainder of the 
claim. Thus, on a $1,000 claim, 
$145 would be deducted and the 
insured would receive $845. 
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introducing 


L-UNIT SPACE SAVERS 


1 ORT SA AO METERS TY re RR aR 





Convenient... Convertible .. . Economical 
































Put high-priced floor area to work . . . benefit from better office 


layouts with these new ASE L-Units. They’re beautifully styled 





and more efficient... files, reports, reference material are always 


within easy reach. You gain added work space in minimum 





floor area. Choose your basic desk unit plus the various telephone, 
storage and drawer cabinet units, bookcases and tops for your 
particular office need. Your ASE dealer will be pleased to help you 


select the units to make your office more efficient... more attractive. 


See your ASE dealer or write for further information. 


ALL-STEEL EQUIPMENT INC. 


AURORA, ILLINOIS 
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How XEROGRAPHY 


cuts duplicating costs for 
Sheffield Hardware Co. 


AMERICUS, GEORGIA 


Masters for 
a 500-page 





Colcol (ole M elc-)elol ate] 


by 


xerography for 


$5HOQ0o0 


compared with 


a 





previous cost of 





Keeps customers up-to-date on 
changing prices, new items, etc.... 
QUICKLY and ECONOMICALLY! 


The versatility of xerography in paperwork duplicating is shown 
in its adaptability to the needs of large companies, saving up to 
$250,000 a year using xerography, down to smaller companie s 
like Sheffield Hardware C ‘ompany, a wholesale firm in a city of 
approximately 15,000 population. This home-grown pioneer 
business, in operation since 1872, did nearly a $2,000,000 
business last year. Sheffield officials are enthusiastic about the 
services xerography performs in speeding the paperwork re- 
quired for a company of their type. 

After installing and using XeroX® equipment for copying by 
xerography, John W. Sheffield, Sr., president, has this com- 
ment: “Installing this equipment was the best step we've taken 
in quite a while. It has saved us headaches, made many friends 
for us and permits a much closer association with our retailers. 
By this | mean that retailers are immediately informed, with 
illustrated catalog pages, of new stocks, modified items and any 
price changes which occur. Xerography at Sheffield not only has 
added efficiency to the company’s operations, but has been 
instrumental in the saving of thousands of dollars. 

A specific example: Before installing XeroX copying equip- 
ment, each page of the company’s catalog cost from $1.00 to 
$1.25 per page, just for having the plates made ready for the 
printing process. Compare this figure to the company’s present 
cost of 10 cents a page, not to mention personnel savings and 
ease of operation copying onto duplicat- 
ing masters by xerography.” 





Anything written, printed, typed or 
drawn can be quickly copied by xerog- 
raphy onto masters for duplicating. 
Copies in the same, enlarged, or re- 
duced size can be made from one or 
both sides of the original material. 


WRITE for ‘‘proof of performance’’ case 
histories showing how xerography is saving 
time and thousands of dollars for compa- 
nies of all kinds, large and small. 


THE HALOID COMPANY 
56-9X HALOID STREET, ROCHESTER 3, NEW YORK 
BRANCH OFFICES IN PRINCIPAL U.S. CITIES AND TORONTO 


XEROGRAPHY 


{ ZE-ROG-RA-FEE) 










tot 0] Oh 


DO YOU KNOW... 


Xerography copies onto 
paper masters and 
metal plates for 


OFFSET 
Duplicating 


Copies onto 
translucent inter- 
mediates for 


DIAZO 
Printing 
se) 

Copies onto 
masters tor 
SPIRIT 
(and other fluid-type) 
duplicating 
& 


Copies 
HALFTONE 
& LINE 


subjects onto paper 
masters for offset 
duplicating 


UP TO 


EIGHT 
COPIES 


including a paper 
master or translucent 
intermediate can be 
made from one xero- 

graphic exposure 





The fastest, cheapest, most versatile way to make masters a dplcting 
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Sprinkler leakage insurance for 
25% of the fire insurance figure 
is paid on a monthly reporting 
basis. There is a $5,000 burglary 
and theft policy at each of the five 
locations. A water damage policy 
for $50,000 covers the main plant. 

The machinery schedule for the 
fire insurance ‘is as follows: 


Providence ....... $650,000 
Hamilton ......... 125,000 
Honesdale ........ 180,000 
N@WOFK ...ccccce. 15,000 


The company also pays for a 
transit floater with cargo floater 
endorsement to cover merchandise 
on trucks at $10,000 each. 


Total cost of coverage 


The total cost for the entire in- 
surance coverage is $10,200 per 
year. The cost of a full commercial 
property floater with a face amount 
of $2,500,000, with a limit of 
$2,000,000 at the main plant and 
750,000 at any other location 
would be $12,300. This is an ap- 
proximate figure and would de- 
pend on the fluctuation of the 
monthly inventory reports upon 
which the premiums are based. 

What is the difference between 
the two policies, besides the 
slightly higher price of the com- 
mercial property floater? There are 
fatal loopholes in the original pro- 
gram. Note the locations of these 
plants. Consider the effect of the 
floods of last year on plants in these 
towns. If you study the coverage 
carefully, you will also note that 
it is inadequate. The amounts of 
the policies are too small to cover 
any catastrophe loss except fire. 


What is total coverage? 


The Commercial Property 
Floater, ideally constructed, would 
cover “all-risks” on a “world-wide” 
basis. It would cover all property 
of the insured (excluding only real 
estate). It would cover all property 
whether it consisted of raw mate- 
rials, goods in process of manufac- 
ture, goods in storage, merchandise 
on the premises of an exhibitor or 
distributor (but belonging to the 
insured), goods in transit, it would 
cover all machinery, equipment, 
“valuable papers,” “accounts re- 
ceivable” (this would have to re- 
quire a separate monthly report if 
this coverage were desired or 
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APPLYING RECORDAK MICROFILMING TO BUSINESS ROUTINES—NO. 20 IN A SERIES — 


i ; 
; i i i} 





“Why make out 


s 
‘ ‘J 29 
INVOICES 
e 

Taking pictures of customer orders with a 
Recordak Microfilmer eliminates typing some 
300 invoices daily . . . speeds order handling 
.. . saves $5,000 per year for Co-op Electric 
Supply Company, Chicago. 


This short cut may work for you, too. 


(1) Customer orders—on catalog order blanks, post- 


(2) Picture of customer’s order and Co-op form 


cards or letterheads—are stapled to self-mailing printed 


forms as soon as received. When order is packed, total 
cost of merchandise and shipping charges is entered 


(still stapled together) is made instantaneously in a 
Recordak Microfilmer for 's¢. The film copy is the 
office record. The originals go out as the invoice. 


and totaled on the form. Co-op Electric—and the many companies which have 


adopted this system—call it the fastest, easiest, and 
lowest cost invoicing system by far. In addition, hours of 
filing work are saved . . . space requirements are cut 
as much as 99%. Double-check your routines with a 
Recordak Systems Man soon—no obligation at all! 


No more duplicate or triplicate invoice typing. 

Machine posting is eliminated. 

Recordak microfilming lets the customer’s own order 
go back to him as part of the bill! 


SRECORDEK 


(Subsidiary of Eastman Kodak Company) 


*““Recordak” is a trademark 


originator of modern microfilming—and its application to business routines 


FREE ...“SHORT CUTS THAT 
SAVE MILLIONS” 


Shows how routines like yours 
have been simplified in thousands 
of companies. How Recordak 
Microfilmers are designed for 

all requirements . . 
up to 80 pictures for 1¢. 


RECORDAK CORPORATION (Subsidiary of Eastman Kodak Company) F-9 
415 Madison Avenue, New York 17, N. Y. 
Gentlemen: Please send free copy of “Short Cuts That Save Millions.” 


Name 


Position 








Company Street 








. give you 





City State 
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Ever been 
embarrassed? 





© By having your mail arrive at its 
destination “Postage Due’’? Maybe 
annoying prospects and customers? 
Happens every day. 

e A worn out, inaccurate mail scale 
can lose goodwill if it underweighs. 
And waste postage if it overweighs. 
Play safe with a Pitney-Bowes scale! 
e A PB scale with high precision, 
automatic pendulum mechanism, 


registers instantly, gives the exact he ; . 
ih e Six PB models, including a parcel 


post model up to 70 Ibs. Ask the 
nearest PB office to show you. Or 


weight in fractions of an ounce. 
e Big hairline indicator shows 


the postage required. Markings, ie 
E - | : write for free illustrated booklet. 
FREE: Handy desk or wall chartof Postal 

Rates, with parcel post map and zone finder. 


widely-spaced, are easily read. Save 
time as well as postage. 





pitney-nowes Mailing Seales 


Pitney-Bowes, Inc., 4586 Walnut St., Stamford, Conn. 


Made by the originators of the postage meter . . . offices in 94 cities in U.S. and Canada, 


Te Tb 
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PUZZLED BY 
FILING PROBLEMS ? 


— Are filing cabinets gobbling up 
valuable floar space? 





ruining 


— Are crowded files 
filing efficiency? 


— Are additional cabinets costing 
unplanned for expense? 






Solve Your 
File Problems 
with the 


g. Potents 


Visi-Shelf Units are available with doors pow ene ee es eee ee eee = —=<=: 


for maximum record protection; without { Visi-Shelf File, Inc. MM-9 
doors where dust protection is not essen- { 105 Reade Street New York 13, N. Y. 
tial; or in a combination of both! { Please send the following: 
i File Survey Form 
{ ... Manual on Terminal Digit Filing 
Send for Record Survey i Catalog & Name of nearest distributor 
Form & Terminal Digit Nia oie asl be os te ahdd one a 
Filing Manual. 1 Firm Name -.-—-———~---~---- 
Po 
No Obligation! ! 
0 gat ° eae a ee 
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needed), it should cover all motor 
vehicles owned and operated by 
the insured, it should cover all 
samples of salesmen, all packaging 
or shipping materials, all-in-all it 
would cover everything. The only 
exclusions from the “all-risk” cover- 
age would be moths, vermin, de- 
terioration from natural causes, 
war-risk, nuclear explosion, and in- 
herent vice. 

If the contract were truly a per- | 
fect one, it would further provide | 
protection against the dishonesty | 
of any employee of the insured as 
well as against the risk of conver- 
sion (dishonesty of someone to / 
whom goods are entrusted). Carry- | 
ing the thought one step further, 
it should also provide protection 
for Business Interruption (Use and | 
Occupancy). 

The entire policy would be is- | | 
sued with a monthly reporting fea- 
ture wherein all inventory and 
shipments would be reported. A 
rating formula would take these 
into consideration and a monthly 
premium charge would be based 
on them. 








Earthquake and flood insurance 


Earthquake and Flood Insurance 
coverages require special treat- 
ment. Because of the very nature 
of these hazards, the need for this 
type of insurance would be limited 
to a comparatively small section 
of the business population. Also, 
the catastrophe potential in earth- 
quake or flood claims is obvious. 

It would be feasible for a de- 
ductible provision to be inserted 
in the Commercial Property 
Floater to be effective for the 
earthquake and flood coverages. 
Also, some form of contribution on 
the part of the insured in the event 
of a catastrophic loss would cer- 
tainly be pertinent. 

For example, a deductible fea- 
ture equal to 5% or 10% of the | 
amount of coverage would be not | 
unreasonable. Over and above the 
deductible feature, the insured 
could contribute 25% of the loss. 
While it is recognized that an as- 
sured would suffer heavily under 


such circumstances, at least he) cop; 
would have some material part of a prin 
catastrophe loss insured whereas, "*" 
under existing conditions, the pur- 
chaser’s protection is difficult if not 
impossible. m/m In Canad 
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x 
x Crown Zellerbach Corporation, one of the country’s 
t leading manufacturers of paper and other forest 
products, uses Copyflex for fast, accurate process- 
y ing of mili orders. Through versatile Coypflex copy- 
las ing, customer invoices are reproduced directly from 
| mill order originals. This eliminates slow, costly 
- rewriting and retyping of basic information from one 
: form to another, saves thousands of dollars annu- 
7 ally in reduced clerical work, contributes to better 
- customer service. 
e 
y 
LS 
P= 
o7 
r, 
n 
d | 
s- | ie Ky ee eS ' * < , J fi 
A- | “ee iia " . ‘ 
d 
A Sawyer’s, Inc., famous manufacturer of the popular View-Master 
ny Stereoscopes and Reels, uses Copyflex to get out a variety of paper 
se work on a fast one-writing basis. Customer invoices, accounting 
ly and inventory reports, for example, are prepared without retyping 
/ of basic information. Flexibility of Copyflex permits reproduction 
“d -* of any desired portion of an original for distribution to different 
5 4 ee individuals and departments. Copyflex has provided faster process- 
, —_—— —— ing of important information, has freed six typists for other work. 
: di ies show h luti 
se Two outstanding companies show how revolutionary 
e,@ 
oe Copyflex one-writing method can help you... 
it- @ * * a 
7 Eliminate a BI ost of Major 
Lis 
od R e M4 ‘ 
i siness erations 
U * 
30, 
h- Everywhere, progressive firms like those described here are 
1S. simplifying and speeding business operations with the revolu- 
le- tionary one-writing method made possible by modern Copyflex 
ad copying machines. You surely can, too! 
With Copyflex, you write basic information only once— 
rty the entire series of copies needed to complete any systematized 
he business operation are mechanically reproduced from the 
es. original. You eliminate the big cost and delay for retyping or 
on rewriting constant information from one form to another. 
we Copyfiex machines are clean, odorless, economical—letter- 
- size copies cost less than a penny each for materials. Copyflex 
er- will fit readily into your present systems. Mail coupon today — 
it can mean important savings for you. fn 
29- Bruning gives you the product and service ‘you need when you a yy Ms : oe 
tl 7 ; esk top Mode opyfilex copies originals inches 
he need it! Plants at Teterboro, N. J., Chicago, Kansas City, Los wide by any length. Makes up to 300 copies of differ- 
t Angeles, and Toronto. Sales-service offices in 30 principal cities ent letter-size originals per hour. Only $498.50. Other 
fh in the United States and Canada. models available to copy originals up to 46 inches wide. 
the 
‘ed 











SS. Charles Bruning Company, Inc., Dept. 92F 
as- 4700 Montrose Ave., Chicago 41, Illinois 
Jer 7 Please send me information on the Copyflex process and machines. 
he Copies anything typed, written, Name Title 
yf a printed or drawn on ordinary 
translucent paper—in seconds. 














aS Company. See ae ke oe 

ur- Specialists in Copying Since 1897 Address. Seales o 
ot CHARLES BRUNING COMPANY, INCORPORATED ‘ 

n 4700 Montrose Avenue * Chicago 41, Illinois City County ee eee 








In Canada: Charles Bruning Co. (Canada) Ltd., 105 Church St., Toronto 1, Ont. 
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Shows how to profit 
at every stage of 


ELECTRONIC 
OFFICE 
OPERATIONS 


the all 
new 1956 


edition 





WORKSHOP FOR MANAGEMENT 
Use this new book to see how 
more than thirty top executives 
and management consultants 
save time, money, and personnel 
with electronic office systems. 


Each method, each application 
has been proved in practice. You 
learn exactly how to get the re- 
sults—how to eliminate the mis- 
takes that other companies ex- 
perience in their own electronic 
office operations. 


From “giant brains” to the 
smaller electronic systems — 
WORKSHOP FOR MANAGE- 
MENT gives you ready-to-use 
information that gets most ef- 
fective use from_ electronic 
equipment like UNIVAC, BIZ- 
MAC, IBM 650, and the BUR- 
ROUGHS E101. 


Partial Listing of Contents 

% How to get maximum savings 
with electronic office equipment 

% How to organize your company 
for an electronics operation 

*% How to speed up effective use of 
electronic office procedure 

% What to expect in performance 
from electronic office systems 

* How to staff for electronic office 
operations 

*% How to solve the personnel 
problems involved in using of- 
fice electronics 


SEND FOR YOUR FREE 
EXAMINATION COPY TODAY 


Use coupon below 


MANAGEMENT PUBLISHING CORP. 
Suite A-25, 22 West Putnam Avenue, 
Greenwich, Connecticut 
Please send me, for a 5 day FREE 
EXAMINATION, a copy of ‘“‘Workshop 
for Management.”” Within 5 days I will 
either send payment for $19, or return 

the book without obligation. 
Name 


Address 
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How to use a labor pool 


to pick the best workers 


Varied work exposure gives company chance 


to spot individual abilities 


“ume =A new production 
worker at Ansul Chemical Co. goes 
into a labor pool, instead of being 
assigned to a specific job in a given 
department. This method helps to 
find the employee best qualified 
for a given job vacancy. 

He spends a short time in each 
of the company’s nine production 
departments either as a member of 
a maintenance crew or as a helper 
to a skilled operator or technician. 
Supervisors carefully note the nov- 
ice employee’s abilities as he makes 
this circuit, and periodically report 
their observations. 

Ansul fills all skilled job vacan- 
cies, as far as possible, from among 
the ranks of its labor pool. When a 
position opens, an announcement 
is posted, and those workers from 
the pool who are interested apply. 
The supervisors’ reports are among 
the factors that determine which 
man gets the position. 


Benefits of a work pool 


One of the pool’s main benefits 
is that it enables the worker to 
show the full range of his abilities. 
A worker may be assisting a welder 
on one position, and nailing up of- 
fice partitions in the next. By travel- 
ing from job to job, the employee 
shows what positions he is best 
qualified to handle permanently. 

Another benefit is that each man 
is checked by a number of super- 
visors. In the nature of things, one 
foreman may see abilities that an- 
other doesn’t. Thus, by having a 
“jury” evaluate performance, Ansul 
gets a more complete picture. 

Occasionally, the worker him- 
self isn’t aware of the job he’s best 
suited for at first, but finds out after 


working in the labor pool awhile. 
One man, for example, when he ap- 
plied for work, expressed no job 
preference. While in the labor pool, 
however, he acquired both a liking 
and skill for laying concrete. The 
maintenance foreman was so im- 
pressed that later, the worker was 
assigned permanently to the main- 
tenance department. 


Saving a misplaced employee 


Ansul was just about ready to 
fire another worker in the labor 
pool because he apparently lacked 
interest in his work. But then a 
sharp-eyed supervisor had the man 
transferred to the shipping depart- 
ment, and almost immediately, there 
was a drastic improvement. Re- 
cently this employee applied, and 
qualified for, a white-collar job. 

The labor pool also heightens 
each new employee’s desire to do a 
good job. He spends much of his 
time, while in the pool, working 
under highly-skilled technicians. 
In the process, he learns not only 
something about their work, but 
also something about their work 
habits. 

Later, when the employee is as- 
signed to a permanent position, he 
carries this knowledge with him. 
As a result, he is less apt to discount 
seemingly-minor rules and regula- 
tions—quality specifications, for ex- 
ample—because he feels that they 


“don’t really make any difference.” 


As one Ansul official puts it: 


“After a man has finished his labor | 


pool assignment, we don't have to 


talk to him very much about the | 
need for quality and careful work. | 
He knows what we expect, and | 


why, from his observation.” m/m 
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with a FUTURE 
is Equipped with 


PARTITION-ettes ' 


... it is classie-modern in appearance 








.. it is tailor-fit to present needs... 
yet limitlessly flexible for expansion 


. . it encourages the neatness and 
efficiency that insure progress 





and growth 
From a single inventory of Arnot 
components, you can select 


PARTITION-ettes and Modular 
Furniture, OFFICE-ettestTf, 


es ie ee eee bh} 
conventional desks and tables, 





conference and overhang 
tach y tive off >) 
aesks, executive office 


furniture and credenzas... 





all in genuine walnut or steel. 





Sponsors of 
— | A NEW WAY 
| | OF LIFE 
z IN THE OFFICE 








ee — » li 
3Selne =F 
ei - 4 
[S{r-y C= , “ — 
ee 4 & \ ry 


*Pot Pending tTrode Mork 
ttl censed under DuPont Poten 


ARNOT-JAMESTOWN DIVISION 
Aetna Steel Products Corporation 
Jamestown, New York 


Gentlemen: Dept. 106 
I'd like to know more about the Arnot furniture components 


Write for colorful Brochure 











; entitled “A New Way Of f E i 
r Life In The Office” and PARTITION-ettes and receive literature. 
) illustrating use of Arnot NAME iu Ss ee 
=] PARTITION-ett d 

oe FIRM NAME 
a furniture components. 
j ADDRESS 

CITY ZONE... STATE 
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How to use the writing board 


for 2 


Most — standard 
writing board methods use multi- 
columnar voucher registers with 
limited distribution. When wider 
distributions are required, it is usu- 
ally necessary to use one column 
as a “general” column which must 
be analyzed at the end of the 
month. Also, voucher systems in 
general do not provide for explana- 
tions of the items necessitating fur- 
ther reference to the actual vouch- 
ers. To avoid these objections we 
designed a system for our use that 
provides: 


> unlimited distribution 

> brief explanations of each item on the 
ledger card 

> simplified hand posting quickly 
learned by any clerk 

> rapid closing at end of month 


The system consists of three 
parts. The first is a simple form of 
voucher register providing two 
“amount” columns: One shows the 


VUCHER REGISTER 


DISTRIBUTION | KQGER 
ween, TINE =e z 











by Hans D. Smith 


Ass’t Treasurer-Controller 


Champlain Company, Inc., Bloomfield, N. J. 


amount of the invoice and one, the 
distribution. Next, is a distribution 
ledger with a card for each ac- 
count. This provides for entering 
the name of the vendor, a_ brief 
description, and the amount of the 
charge. Lastly, is a three-part check 
with remittance notice attached. 
The sequence of operations to 
enter an invoice and draw the 
check in payment is as follows: 
1. Withdraw next prenumbered 
blank voucher check and type in 
name and address of vendor. 
2. Withdraw proper account card 
from posting tray and place 
ledger and check on _ posting 
board, lining up next blank line 
on ledger card with next blank 
line on voucher register. 
3. Enter date of invoice, name of 
vendor, a brief description of 
item, and amount of distribution. 
If more than one distribution 
of an invoice is required, replace 
ledger card in tray and withdraw 


The writing board 
integrates three 
different docu- 
ments, the two- 
column voucher 
register, the dis- 
tribution ledger, 
and the three-part 
voucher check 
with attached re- 
mittance notice. 








other cards as necessary, posting 
each on the next blank line in 
voucher register. 

4. Line up next blank line on 
voucher check with last entry on 
register and enter invoice num- 
ber and amount on remittance 


section. The voucher register 
column headed “Account Num- 
ber” is posted merely to deter- 
mine the last entry on_ the 
register as all other columns are 
covered by two carbon papers, 
one covering the section under 
the ledger card and another cov- 
ering the section under the re- 
mittance notice. 
5. Return ledger cards to posting 
trays. File voucher and check 
alphabetically in separate post- 
ing tray. File invoice for pay- 
ment by due date. 
6. At due date, withdraw invoices 
and voucher checks and sum- 
marize remittance portion. 
Check total with adding machine 
listing of invoices. Enter and de- 
duct cash discount. 
7. Place check in hand number- 
ing machine and imprint date 
and check number through to 
all copies of check. 
8. Protectograph check with 
amount which also imprints 
all copies. (Note that the check 
is not placed in the typewriter 
after the initial entering of 
vendor’s name and address.) 
9. Separate copies of voucher 
check; attach one copy to in- 
voice and file invoice alphabeti- 
cally; file other copy in binder 
by check number to act as check 
register. 

We have had this system in oper- 
ation a little more than one year, 
and find that it is entirely ade- 
quate. The voucher register, which 
used to delay monthly closing, is 
now closed and balanced on the 
first day of each month. If the 
voucher clerk is absent for any 
reason, anyone in the department 
can operate the system. 

One of the reasons for adopting 
the system was to provide detailed 


expense ledger accounts for our | 


budgetary control program. Now, 
when a supervisor asks for an ex- 


planation of expense items charged | 
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to his account, we simply show | 
him the ledger card. If the items | 
are voluminous, we can reproduce | 
it by photostat or other means and | 


give him a copy. m/m 
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WRITTEN JUST ONCE 





Just one writing produces all the paperwork 
you need to fill, ship and bill an order— 
when you Direct Copy with Ozalid. 

You save costly, repetitious handcopying 
and retyping. You end proofreading... 
eliminate copy errors... get shipments and 
bills out sooner . . . improve customer service. 


Ozalid ends wasteful duplication of paper- 
work throughout your business. In every 
department, Ozalid replaces writing or 
typing with inexpensive Direct Copying. 
Ozalid makes copies of anything written, 
printed, typed or drawn on any paper that 
transmits light—at the lowest cost per copy 
of any similar process. Actually, you pay 
less than a penny for a letter-size sheet 

of sensitized Ozalid paper. 


For the full story, call your local 
Ozalid representative. His number’s in 
the phone book, or send coupon below 
for more information. 


OZALID"” 
DIRECT SSE ay SYS TEMS 


A Division of General Aniline & Film Corporation. In Canada: Hughes Owens Company, Ltd., Montreal 














Ozalid, Dept. J-9, Johnson City, N. Y. | 
Please send more information on how Od2alid | 
Direct Copying can help us with our: | 
() Order-Invoicing () Purchasing [) Accounting 
(1) Production Control [) Receiving [] Engineering | 
Name | 
Position | 
Firm ; 
City State | 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
} 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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reconcilement 
costs [JP [0 907 


Wale Si iatesicl leis 


ELECTRONIC 
CHECK 


a pre-punched Tab Card voucher 
check set 





with no change in your 
present method of preparing checks 
you can reconcile your 


N OW checks by automated meth- 


ods — instead of hand sortings. 


HERE’S HOW IT’S DONE 


The check portion of the set is a tabu- 
lating card pre-punched at the factory 
with the consecutive number. 

A sorter will put checks into exact 
numerical sequence. 

A tabulator can list all check num- 
bers cleared, and signal location of 
missing numbers. 

Or a collator can compare cleared 
checks with a control set of cards. 

Total of unmatched checks, plus 
bank’s total pay-out completes your 
reconcilement . . . at a small fraction 
of manual cost. Many banks offer vary- 
ing amounts of reconcilement service 
on these checks . . . which can further 
reduce your data processing expense. 


An Automated Form 
YOU Can Use NOW 


WRITE TODAY for DETAILS! 


HmeriCan 


Gace 


50¢ BITTNER ST. ST. LOUIS 15, 40. 
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Thought Starters deal with “practical solutions to administrative problems.” 
The Editor invites contributions—which are paid for at our normal space rates. 
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1600 workers pay social call 


as management team talks shop 


A new development in manage- 
ment-employee relations was in- 
augurated in the Mojave Desert 
area when officials of Northrop Air- 
craft, Inc. of Palmdale, held a man- 
agement conference with officers of 
the American Potash & Chemical 
Corp., at Trona, California, and 
took 1600 employees with them in 
500 automobiles. 

While the officials discussed mu- 
tual problems, recreation clubs of 
both companies contested at golf, 
skeet shooting, archery, and swim- 
ming contests at Trona. One hun- 
dred square dancers, teams of 
bridge players, gem and mineral en- 
thusiasts danced, played and com- 
pared notes while camera clubs of 
both companies had a “shutter bug” 
holiday photographing nearby Pan- 
amint City, once a thriving com- 
munity of 10,000, now a ghost town. 

The plan had a two-fold value to 
participating companies, according 
to Northrop and AP&CC officials. 
First, it aided the companies’ em- 
ployee relations programs by offer- 
ing a day of recreation to their per- 
sonnel, some of whom are new- 
comers to the desert area. At the 
same time, the mutual exchange of 
ideas between officials was of de- 
finite value in solving maintenance 
and management problems. 
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| Free evaluator to test 


business letter effectiveness 


An easy-to-use score sheet which 
measures letter writing effective- 
ness is part of a 16-page booklet 
developed by Earle A. Buckley, an 
expert on letter writing. 

There are 17 qualifications listed 


which are rated by points. For each 
qualification there is a maximum 
score which the evaluator uses as 
a guide. Each qualification is also 
weighed for importance. The maxi- 
mum score is 100 points while 70 
is passing for effectiveness. 

A detailed explanation of each of 
17 qualifications, and tips on how 
to use them, are also included in the 
booklet. As an added feature, there 
is also a 13-point daily routine letter 
evaluator. 

For a free copy of the booklet, cir- 
cle number 548 on the Reader Serv- 
ice Card. 
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Cold canvassing pays off 
using team approach 


by Alex St. John, President 
A. B. Dick Products Company of Boston, Inc. 


To break the salesman’s psycho- 





C 


wi 





logical barrier toward cold canvass | 


calls, we have developed a new | 


technique that is paying dividends. 

Salesmen are paired off one day 
in every two weeks for a planned 
two-man “Canvass Day.” They 


make calls on people never before | 
approached. Here are the results. | 


On one typical day our teams ob- 
tained 10 supply orders from new 
customers and made 24 appoint- 
ments for equipment demonstra- 
tions. Within two weeks, these 
demonstrations led to the sale of 
three machines. Several other pros- 
pects are in the “very hot” class. 


These results are far greater than | 


we had been getting from single 


salesman cold canvass calls. We be- | 


lieve these are the reasons: 

1. Working with a partner gives 
each salesman more courage. 

2. Being observed by a co- 
worker stimulates the salesman to 
do his best. He prepares carefully 


and sells convincingly, so he'll look | 
good in the eyes of his fellow | 


salesman. 
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In addition to the direct gain in | 
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‘Cut costs up to 90% 
with the Macey Collator 


Gathers more than 3,000 sets an hour 
—S§ times faster than by hand! 
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The Macey Collator does a boring, tedious 
job efficiently and cheaply. Users report sav- 
ings as much as 90% of payroll costs formerly 
spent on hand collating. The Macey saves 
wasteful diversion of high priced office per- 
sonnel from their regular jobs; avoids over- 
time, and the expense of a standby crew for 
assembling; gets all important printed mate- 
rial distributed earlier. 

The Collator is used to assemble bulletins, 
instruction sheets, office forms, price lists, 
stock records, catalogs, operating and sales 
manuals, dealer aids, publicity releases, 
book | signatures, photographs, 
samples, plans, plastic sheets, photostats, etc. 

It performs the widest variety of services 


mailings, 


= Sold and Serviced by 


Pitney-Bowes 


Offices in 94 cities in the U.S. and Canada... 


service available from 289 points, coast to coast. 


for manufacturers, retailers, insurance com- 
panies, universities and schools, printers, 
government agencies and the Armed Forces 
... for personnel, inventory, accounting, 
sales, service, advertising and research de- 
partments. And the savings it makes in time 
and overtime are major savings. 


Your nearest PB office will nfake a quick 
survey of your collating requirements, 
without obligation. If you need a Macey 

@ Collator, your savings will soon pay for 
t it. Phone or write for complete 
information including free 
illustrated booklet and 
case studies. 







\ 


Pitney-Bowes, 4502 Crosby St., Stamford, Conn. 
Send free illustrated booklet and case studies 


Name = 


Address = alae 
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¢ Fully automatic. 
Suction feed gives posi- 
tive control of every sheet. 
* Available in 4, 8, 12 und 16 
stations. Depending on model, takes 
sheets from 2 by 5 inches up to 12 by 
17 inches in size and from onion skin to 
eighth-inch board in thickness. Optional 
extras include Stacker and Stapler. 











WORK WITH 
LESS 













HARTER 66 
EXECUTIVE 
STEEL 
POSTURE 
CHAIR 





The tight chair eases stress and tension. The 
Harter 66 is that kind of chair. Correct posture 
design and precise handwheel adjustments 

fit the 66 to your body. Foam rubber cushions in 
seat, back and arms give cool comfort. The 

deep, molded seat is gently rounded to avoid harm- 
ful pressure to vulnerable nerves and arteries 
under your knees. Have a 66 fitted to you and start 
feeling “alive” at the end of each business day. 





Write for informative booklet, Posture Seating Makes 
~ Sense. We'll send name of your nearest Harter dealer. 





ae? 


Harter Corporation, 906 Prairie St., Sturgis, Mich. 
In Canada: Harter Furniture, Ltd., Guelph, Ontario 
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sales, the team approach is instruc- 
tive. We rotate our men so that 
they have a chance to observe the 
techniques used by all other mem- 
bers of the sales staff. After the call 
has been completed, the salesmen 
can compare notes or discuss the 
call, and thereby learn which tech- 
niques were effective and which 
less effective. 

It also has been our observation 
that a salesman who makes a can- 
vass call with a supervisor is likely 
to “clam up” and let the supervisor 
carry the ball. If he makes the call 
with another salesman, he partici- 
pates actively. 
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Rotary drill used as fraud 
prevention perforator 





by W. A. Meggison 
Los Angeles, California 


One simple way to defraud is to 
process invoices and receiving re- 
ports in the Accounts Payable De- 
partment for payment more than 
once. Duplicate processings and 
payment can be completely elimi- 
nated by perforating documents 
involved at the time of payment. 
A second payment would be im- 
mediately “spotted” because a per- 
foration can not be eradicated like 
a pencil or ink marking. 

The Garrett Corporation of Los 
Angeles, Calif., decided to institute 
a perforating check, but found that 
conventional electrical perforators 
were capable of handling only 
about 22 sheets of paper at one 
time. This was far below the ca- 
pacity needed to perforate the 
thousands of invoices and receiving 
reports processed weekly. 

After thorough investigation of 
the available machines, the com- 
pany purchased a hollow rotary 
drill not ordinarily used for office 
procedures. This machine perfo- 





rates at one stroke, a voucher two 
inches thick containing about 400 
sheets of paper. 

Due to the machine’s flexibility, 
it has the potential not only fo 
drilling round holes % to % inch in 
loose or padded paper, but also for 
many other purposes such as round 
cornering, straight cornering, slot: 
ting, slitting, and V-slotting. The 


MANAGEMENT METHODS 


This 
how 
will « 

It { 
ing ir 
whet 


*Ho 
I. 


Save 





= 


l 


l- 


40S 
ute 
hat 
ors 
nly 
one 
ca- 
the 
ing 


of 


‘ary 











How can you put | 
1.D. P. to work? | 





This book tells you what Integrated Data Processing is, 
how simply it can be applied to your business, how little it 
will cost you, how to start and where to start your program. 

It tells you how DITTO gives you Integrated Data Process- 
ing in its simplest and most inexpensive form. Regardless of 
whether you are concerned with processing of data within a 


*How DITTO 
I. DBD. P. 


saves money: 


ORDER-INVOICE 


Rubber Goods 
manufacturer saves 
$27,000 a year 


PRODUCTION 
Hardware manufac- 
turer saves $24,000 
a year 





1 
PURCHASE- PAYROLL 
RECEIVING { Construction Engi- 
Military Aircraft |; neering company 
manufacturer saves | saves $30,000 
$50,000 annually ! annually 


| This free book gives you the answers 


single department, between departments, or throughout the 
branches and plants of a nation-wide organization, this book 
is a guide to money saving and increased efficiency for you. 

Below are representative examples of companies like your 
own which are already enjoying the benefits of DITTO Inte- 
grated Data Processing: 





DITTO 


* Send for complete case histories telling how these savings are made. 
Take the First Step to Automation in Your Office—MAIL COUPON TODAY. 


DITTO, incorporated, 6836 N. McCormick Rd., Chicago 45, Ill. 

DITTO, of Canada Ltd., Toronto, Ontario 

DITTO, (Britain) Ltd., 126/128 New Kings Road, Fulham, London, S.W. 6 England 
At no cost or obligation, please send us: 


0 Integrated Data Processing Brochure 


O Case histories and information on how you can save us money, time and 
effort with DITTO |. D. P. for: 











O Order-Billing 0 Production O Purchase-Receiving 
O Payroll O Inventory O Other 

Name, Position 

Company 

Address 

City County State 
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Classic 


CARBON PAPER 


Bao. 


From the new smudge-proof carbon coat- 
ing to the new shock-proof back, modern 
Classic Carbon Paper is engineered to 
meet the more demanding réquire- 
ments of modern typewriters. 


With either electric typewriters or re- 
cent manual machines, modern Classic 
Carbon Paper produces a new sharpness 
of write and uniformity of appearance— 
truly the ultimate in carbon copies. 
The scientifically formulated carbon 
coating is deep dyed to form a perma- 
nent bond with the paper stock fibers. 
The carbon is transferred on/y by impact 
of the type face to produce permanent, 
smudge-proof characters. Micro-blended 
for absolute smoothness, this new 
coating assures complete uniformity of 
upper and lower case characters. 


MODERN CLASSIC 
CARBON PAPER l 


by 


| Address. 


| City 


“OMpreteyy NEW! 






| Name 


bast 





The shock-proof back softens the jarring 
action of high-speed electric typing— 
the cause of unevenness produced by 
ordinary carbons. Only the exact 
amount of carbon necessary to create 
a sharp, full-bodied image is released. 


For carbon copies that you'd be proud 
to send to anyone, specify Modern 
Classic—the carbon paper designed for 
modern typewriters. Columbia Ribbon 
and Carbon Manufacturing Co., Glen 
Cove, N. Y. 








FREE GUIDE! For your ~~ copy of our 
new “Carbon Paper Facts” ype make and 
model of your typewriter and the number of 
carbon copies normally required on your 
company letterhead and mail with coupon. 








Rush free—‘‘Carbon Paper Facts.”” 








| Company — 
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COLUMBIA RIBBON & CARBON oe CO., Inc. | 
599 Herb Hill Road, Glen Cove, N. Y. 





machine, which is small in size and 
has a receptacle into which paper 
chips are ejected, includes a drill 
sharpener ready for instant use. 

For more information, circle number 
547 on the Reader Service Card. 
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New tub file simplifies 


and speeds record handling 

A new index-less tub file is de- 
signed to simplify and speed up 
record handling. It will file from 
3,000 to 24,000 tabulating or any size 





minimum 
amount of floor space. Completely 
mobile, it can be moved anywhere 
in the office, or adjacent to the 
tabulating machine. 

For more information, write to Fer- § 
ris business Equipment, Inc., Dept. D, 


standard cards, in a 


45 Seymour St., Stratford, Conn.; or 


circle number 535 on the Reader Serv- | 
i 


ice Card. 





| New portable micro-film camera | 


| weighs only 20 pounds 


Due to a typographical error | 
| in our August issue, the weight 
| of this camera recently intro- | 
duced by Diebold, Inc., was in- 
correctly reported. | 

For more information, write to 
Flofilm Division of Diebold, Inc., 
Norwalk, Conn.; or circle number 
536 on the Reader Service Card. 
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New literature of 
interest to management 
A SIMPLIFIED REcoRD RETENTION 
SCHEDULE For MANUFACTURERS 

A new booklet lists the length of 
time records should be kept before 
destroying them. The comprehen- 
sive listings are categorized under 
the headings: One Year, Two Years, 
Three Years, Six Years, Ten Years, 
Indefinite Period, and Permanent. 


For a free copy, circle number 
545 on the Reader Service Card. 
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{Also on our NEW two register machine, 





ADDO-X's light-as-a-dove’s feather touch, 
short key action — minimizes finger travel and 
saves operator's energy. The STEP-O-MATIC 
lever offers you calculator performance at 
adding machine cost when multiplying. No other 
adding machine is so saving of your operator's 


time and energy. Write for literature. 


ADDO MACHINE COMPANY, INC. 


145 WEST 57TH STREET, NEW YORK 19, N. Y., CIRCLE 5-6940 


WEST COAST BRANCH 
WESTERN ADDO MACHINE CORP., 2921 BEVERLY BLVD. 
LOS ANGELES, CALIFORNIA, TEL: DUNKIRK 5-2247 


For further details mail this advertisement with your letterhead. 
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Saves days 
In your 
business year! 











PITNEY-BOWES 
MAILOPENER 


Pitney-Bowes, INc. 
4515 Walnut Street, Stamford,Conn. 


ae 
.. orrginators of the postage meter. ... offices in 94 cittes in U.S. and Canada. 





Many an early morning minute 
can be saved if incoming mail is 
opened faster—and distributed 
sooner. Adds up to a lot of time 
saved in a year! 

e A PB MailOpener opens mail 
quicker, and neater, than anybody 
can by hand. This electric model 
shaves a hairline edge off envelopes- 
as fast as they can be fed—any size, 
thickness, kind of stock. Helps give 
every business day a headstart! 

e There are three MailOpener 
models, hand or electric, for any 
office. Call the nearest PB office for 
a demonstration. Or send for free 
illustrated booklet. 


FREE: Handy desk or wall chart of postal rates 
with parcel post map and zone finder 


(Circle 460 for more information) 





modern -efficie 


SECRETARIAL CHAIRS 


are instantly adjustable to proper fit by ANY 
USER, and with proper fit comes comfort 
and efficiency . . . are engineered with the 
finest features ever built into office chairs, 
including a patented swivel that never binds 
nor becomes loose or wobbly . . . are available 
in most any fabric or color and all covers 

are easily removed or replaced . . . give MANY 
MORE years of good service for every dollar 
you spend. 


1—Spring-mounted, foam latex back rest. 
2—Exclusive patented 4—Easy seat height 


molded foam latex and back adjust- 
seat cushion. ments. 

3—Free-moving swivel; 5—Wide choice of 
can't wobble or easy-to-remove fab- 
stick. ric covers. 





May we prove it to you? 
pocncsenncneeceennennseessseses 


§ Cramer Posture Chair Co., Inc., Dept. MM 
g 1205 Charlotte, Kansas City 6, Mo. 

& Please have a Cramer dealer call for a demonstration of 
§ Cramer Chairs in my office. 


| 
a Name. 















a 
§ Address 
q 


Zone. 


: City. State 


CRAMER POSTURE CHAIR CO., INC. 





(Circle 420 for more information) 








| How TO REDUCE THE COST OF 


| 540 on the Reader Service Card. 





| 543 on the Reader Service Card. 





COMPENSATION INSURANCE 






Practical methods of sharply re- 
ducing workmen's compensatio 
insurance costs are described in a 
recently released 44-page booklet 
The four basic components in the 
medical and health program are ani 
in-plant medical plan, an industria 
hygiene program, a medical ad- 
visory service, and a rehabilitation 
program. 

















































For a free copy, circle number 


EMBEZZLEMENT CONTROLS 
FOR BUSINESS ENTERPRISES 


Practical methods of combatting 
embezzlements of money, merchan 
dise and other materials are de- 
scribed in a new 32-page booklet, 
which contains a check list for de- 
termining the adequacy of a firm’s 
embezzlement controls. 


For a free copy, circle number 
541 on the Reader Service Card. 


BROCHURE AVAILABLE ON 
WORK SIMPLIFICATION FILMS 


A new 12-page folder lists 38 
films available on the use of work 
simplification in industry. All o 
the films, produced by leading 
American companies, have won 
awards in the annual Methods Im 
provement Competition sponsored 
by the Industrial Management So- 
ciety. The films, approximately 1¢ 
to 15 minutes each, picture “beg 
fore” and “after” operations of work 
simplification projects. « 
For a free copy, circle number 
542 on the Reader Service Card. 


TECHNIQUES AND DETAILS 
ON SOUND CONDITIONING 


A new, 16-page booklet of 
acoustical materials for commercig 
and institutional use is designed t 
help provide data needed in choo 
ing materials for specific uses. I 
discusses technical aspects 0 
acoustical treatment in non-techni 
cal terms. The booklet outlines th 
various advantages of differen 
types of acoustical materials, an¢ 
includes pages on economy, beaut 
fire-safety, and maintenance. 
chart summarizing advantages 0 
each product type helps readers de 
termine the material that best suits 
their needs. 


For a free copy, circle number 
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Harclsome, lorful, Prestige Package - 


plastic binding 
creates impac 


.--and you can plastic bind 
right in your own office! 


Now — with this remarkable new GBC 
system you can quickly bind in pro- 
fessional style your own manuals, price 
lists, presentations—in fact, anything 
typewritten, duplicated or printed 
from 1 page to 500 pages. You can 
bind one book or as many as you need 
—when you need them—with any 
type of GBC cover material—in your 


ings. You can create your own modern 
prestige-building plastic bound books. 
Every page lies perfectly flat, without 
wasted space, without hidden gutters. 
You can do all this at surprisingly low 
cost —in your own office — with no skill 
or experience required. The GBC 
system is used and approved by 
thousands of large and small organiza- 


choice of striking colorful plastic bind- _ tions alike. 


ier! Now faster! 
Now eas OTHER MODELS 


AVAILABLE FOR 
EVERY SIZE 
OPERATION 


Now more economical than ever before 


The QU Mew 


GEB-TRONIC 


electric punch and 
binding machine 
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a me General Binding Corporation 
CBC 812 W. Belmont Ave. 
a . oho Chicago 14, Illinois 
Sy BIND 


Gent : 
entlemen: Please rush me without obligation your 


F “ 

en a Manual of Modern Plastic and loose 
tea inding.” | am interested in how Plastic bind- 
ing can be beneficial to my business. 





Name 


Nal Postage Pojiy A; 
Ge oid Air Mei/ 
Care’ To Cay For Free Bok 


Organization 


"MANUAL OF MODERN PLASTIC Address __ 


AND LOOSE LEaF BINDING” 





Yy plastic binding system 


FOR YOUR BUSINESS THIS 
MODERN (1) PLASTIC BINDING 


e It's Prestige Building e It's Economical 
























° / © It's Versatile e It's Distinctive 

Find out how y IT’S LOOSELEAF AND INTERCHANGEABLE 
ou can use if ' ce af The same punch holes used for 
y . \ . GBC Plastic Binding also fit 
in your business é | GBC metal looseleaf binders. 
o These handsome binders are 


available in a complete range 
Send for new of sizes up to the new "MR. 


BIG" 15%" diameter. 
FREE BOOK a 


You, as well as every executive er HATA 


member of your staff, should read 





this idea stimulating report on 
plastic binding. It illustrates the 
many advantages of a GBC Binding 
System in your office. It explains 
completely the 1001 applications 
that will save time and money as 
well as add prestige and readership 
to your presentation material, Send 
for your free copy today. The supply 


is limited! 


Ai il-mCa4:)1 Gre System 


Hinding Equipment © Plastic Ring Binding © Metal Ring 
Looseleal Binding © Covers © Rex o graph Spitt Duplica 
tors © Rex o graph Duplicate: Supplies 


tquipment aad Supplier tu handle everything 
trom the written word to the bound book 


GENERAL BINDING 812 W. Belmont Ave. 
fae) i210) 2 bile). Chicago 14, Ill. 








FIRST CLASS 

Permit No. 36621 

(Sec. 34.9 P.L.&R.) 
Chicago 14, lil. 


Vie Air Mail 


BUSINESS REPLY CARD 
Neo postage stamp necessary if mailed in the United States 


5¢ postage will be paid by 


GENERAL BINDING CORPORATION 
812 W. Belmont Avenue 
Chicago 14, Ill. 


Use this Postage Paid 


AIR MAIL CARD 
FOR YOUR 


Weaaa FREE BOOK 













by Laurence C. Plowman 
Vice President, Textron, Inc. 


work 








engineering, building, 
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and design 


. 
PP rrr 


How to leave a community 
when you relocate 


QUESTION:When we approached 
you for this interview, Mr. Plow- 
man, we said the subject was go- 
ing to be, “What can be done for a 
small town when a major employer 
decides to move?”. In preparing 
questions for this interview, we 
found it pretty hard to separate 
“Why they move” from “What can 
be done when they move?”. In 
your experience, what is the single 
most important reason for a man- 
agement deciding to relocate? 


ANSWER: I don’t think I can give you 
a “single most important” reason. Ob- 
viously, management looks at a 
profit-and-loss statement and decides 
to close, or move elsewhere, for dol- 
lars and cents reasons. 


QUESTION:That’s the underlying 
reason, but what we have in mind 
is, “What is the catalyst—the im- 
mediate reason for relocating?” 
For example, is it to get away from 
a bad union situation? Is it the 
“bait” held out by another area— 
tax forgiveness, for example? 


ANSWER: My answer to your previous 
question will have to stand. I do not 
believe there is ever one catalytic 
factor that dictates closing down or 
relocation. As I said, there is usually 
a combination of factors which are 
reflected on the company’s profit and 
loss statement in red ink. If you must 
have a “villain” you can designate red 
ink as the catalyst. 


QUESTION: What about “bait” like 
tax-forgiveness, or offering to build 
a free new plant? 


ANSWER: There's a bad implication in 
the way you use “bait,” although a 
lot of companies have found that glit- 
tering promises can be out-weighed 
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Plant relocation is often an economic necessity in order for a 
company to survive. But what happens to the workers in the 
community when you close down your facilities and move to 
another location? Here is a summary of a practical program in 
community relations action which can ease the blow to the com- 


munity “left behind.” 





by other considerations. What you call 
“bait” is often a bonafide advantage 
offered by one community over an- 
other. In fact, we have used so-called 
“bait” to fill the gap when we wanted 
to bring in a new company to occupy 
a vacant plant, such as offering to 
remodel a building. However, we 
have not offered “tax forgiveness” or 
a free new plant. 


QUESTION:Then you don't see any 
single motivating factor behind 
the apparent trend to relocate? 


ANSWER:No, I don’t. But there are 
actually some important basic changes 
going on in the country that affect 
choice of new plant sites. Take the 
present wave of mergers going on all 
over the country. They often bring 
about a duplication of plant facilities. 
The new combined management 
finds it economically sound to con- 
solidate operations and increase pro- 
duction at their more desirable exist- 
ing facilities. 


QUESTIONdn other words, Mr. 
Plowman, you don't seem to feel 
there is any real trend to desert 
certain communities and relocate 
in others? 


ANSWER:I think there may be a few 
exceptions to that statement—towns 
where the general climate for business 


is so bad that a company just can’t 
operate—but, by and large, I think 
most relocations are dictated by eco- 
nomic necessity. To fill that out a 
little bit, a company may develop a 
new product line that requires spe- 
cialized labor skills not available in 
their present location. Or they might 
be too far away from their source of 
raw materials for a new product line. 
Or a different location might be more 
economic for distribution. However, 
these are only contributory factors. 
To sum it up bluntly, when a plant 
operation loses money, or finds it dif- 
ficult to make a proper margin of 
profit—and there is no other foresee- 
able solution—it closes down or moves. 


QUESTION:What are some of the 
“foreseeable” solutions that could 
stop a company’s plan to relocate? 


ANSWER Well, if it’s a question of 
poor plant management, inadequate 
or inefficient machinery, or similar 
problems where corrective action can 
be taken economically, I'd call them 
“foreseeable” solutions. Maybe a bet- 
ter term would be “correctable.” But 
if a plant wants to expand, for ex- 
ample, and if such things as greater 
power needs, or increased water sup- 
ply, are impossible to obtain, it must 
move elsewhere. 


QUESTION:Let’s assume, for any of 
the reasons you have given us, that 
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a plant is obliged to close or re- 
locate. Your company has been a 
pioneer in assisting the abandoned 
community to get back on its feet. 
Do you feel this is a firm obliga- 
tion on the part of the departing 
management? 


ANSWER: We at Textron feel that 
management has a moral and social 
responsibility to help. But there is, 
by no means, a universal acceptance 
of this feeling on the part of all man- 
agements. There can’t be. So much 
depends upon the financial position 
of the company involved. If a one- 
plant company is moving because it 
isn’t making money, it probably can’t 
afford much material assistance for 
the community it is leaving. 


QUESTION: Would you consider it 
a fair statement, then, that a com- 
pany should feel obligated to help 
if it can afford to? 


ANSWER: Again, I can’t speak for 
other managements, because manage- 
ment responsibility is always subject 
to its ability to act within the frame- 
work of prevailing conditions. I think 
it is fair to say that since the re- 
covery of the 30s and the accelera- 
tion of industrial activity in the ’40s, 
many business and industrial organi- 
zations have taken a new look at the 
economic and_ social consequences 
when they find it necessary to move 
out of a community. But when busi- 




















ness is in a slump, management also 
has a strong responsibility to its 
stockholders for anything that in- 
volves the expenditure of money from 
company funds. Despite this, there 
are outstanding examples of com- 
panies, in a tight money situation, 
who have gone out of their way to 
help the community. 


QUESTION: Let’s take a hypotheti- 
cal case. Let’s suppose that a plant 
employing 3,500 people, in a town 
of only 35,000, finds it must close 
down for economic reasons. This 
probably means that one-third of 
the work force of the town will be 
jobless. What can the departing 
company do to ease the shock? 


ANSWER: We don't have to be hy- 
pothetical. Your example just about 
fits the actual case of Nashua, New 
Hampshire. This involved Textron’s 
plan to close down a plant employing 
3,600 of Nashua’s citizens. When the 
word got out— 


QUESTION: Pardon me, did the 
news leak out, or was there formal 
announcement? 


ANSWER: We actually made a pub- 
lic announcement immediately after 
the decision was made. As Nashua’s 
largest employer, we felt we had to 
act promptly. The press naturally 
played up the dark side of the picture 
in the beginning—the immediate ef- 





After the merger of American 
Woolen Company with Textron, 
22 idle American Wool buildings 
located in the New England area 
had to be disposed of. Most of 
them had been idle for several 
years, a condition which had bred 
bad feeling between the com- 
munities and American Woolen 
Company. Working closely with 
local and state industrial develop- 
ment groups, and the New Eng- 
land Council, a 1,500 mile one- 
day tour of the six New England 
states was arranged. 





fect on the community of the loss of 
jobs and a large payroll. Newspaper 
and magazine writers visited the 
“doomed” city—the “possible ghost 
town,” as they called it—and prophe- 
sied the end of Nashua. Nothing less 
than a miracle could save it, they said. 
A great many people, excepting the 
people of Nashua, were inclined to 
agree. But they forgot about Yankee 
ingenuity. 

The night the news of Textron’s de- 
cision was announced, Nashua’s 
Chamber of Commerce met. They 
asked the Mayor to name a commit- 
tee. As a result of meetings between 
this committee and Textron’s officials, 
Textron modified its closing date. 
This saved, for a year, 1,600 of the 
3,600 jobs that were threatened by 
the first announcement. 


QUESTION: In other words, the 
people in the town—not the com- 
pany, acted? 


ANSWER; Of course. Let’s get this 
straight—a departing company can 
do very little more than help. The 
first impetus of any effort must come 
from community organizations, and 
the people themselves. We have been 
able to develop a formula, however, 
for industry—community cooperation 
that can serve as a kind of elementary 
“how-to-do-it” guide for any business 
or industry anxious and willing to 
help in a given situation. 


QUESTION: How 


would you ex- 


The press, and industrial real 
estate brokers, were invited to 
view these idle plants and other 
properties from the air, and to 
meet members of state and local 
development groups on_ the 
ground. They left Boston at 9:00 
a.m. in a chartered 52-passenger 
airliner. The flight around New 
England included stops at Provi- 
dence, R. |., Hartford, Conn., 
Springfield, Mass., Burlington, Vt., 
Lewiston, Me., and Manchester, 
N. H. Lunch was served enroute, 
and they were back in Boston by 
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press that formula, Mr. Plowman? 


ANSWER: Perhaps I'd better give you 
the rest of Nashua’s story first, since 
the “formula” will make more sense 
with a frame of reference. Shortly 
after Textron agreed to postpone its 
move, I was asked to serve as a con- 
sultant to the Nashua _ Industrial 
Committee which represented the 
leading businessmen of Nashua. We 
made a survey and proposed that the 
Textron property be purchased by the 
people of Nashua and that an at- 
tempt be made to sell or lease the 
properties as separate units. 


| QUESTION: Was Textron willing to 
negotiate piecemeal to dispose of 
its properties? | 
ANSWER: This wasn’t necessary. The 
Committee offered to buy the Nashua | § 

; properties. It was agreed that the | ] y/ 

Committee could acquire the proper- | § YWIXAIWDMES CAKE 
ties for $500,000. Textron was to be (OZ 


paid $100,000, and Royal Little 
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1 president of Textron, agreed to help 
> the effort by taking a mortgage of 
p $400,000. Incidentally, the Sale and 
1 Lease Agreements were made under 
a the name of “Nashua-New Hamp- 
a shire Foundation.” This was a volun- 
n tary non-profit organization formed | i 
y for the purpose of solving the town’s | AMSON AUTOMATIC AIRTUBE SYSTEM 
Ss unemployment problem. It was agreed TURNS THE TRICK 
O that all profits, once the obligations ; 
had been fulfilled. would be tumed Cards, forms, records—all types of written messages travel between the most 
; : ! ‘ 9 distant parts of the big, new Ford plant in Mahwah, N. J. in 2 minutes—the 
- over to the New Hampshire Founda- : : 
3 ae : Lamson way. By messenger, the same trip would take 20 minutes. 
tion for Crippled Children. ‘ : 
-. Assembling 1100 cars and light trucks per day, the Ford Mahwah plant 
occupies 2,000,000 sq. ft. of space. Each of the 26 stations of the Lamson Auto- 
“is. ie (1 Mma matic Airtube System sends or receives an average of 20 carriers a day. At 2 
. _ bee rig 5 Sais : minutes a trip, carrying time is 1,040 minutes a day. By messenger the same trips 
aro “sit cil would take 10,400 minutes a day. Ford’s time saving is 9,360 minutes, 156 hours 
~ : od : a day ...or 1942 working days, every day! And the Airtube System is always on 
> rs tiie a = . 3 oe the job—always covers the distance in the shortest possible time. 
™ x ai. i, Lamson Automatic Airtube Systems are quickly installed, with low initial and 
operating costs. Localized wiring saves time and expense because no wiring leads 
. from a central location. Station controls consist of switch, power unit and deflector. 
The results were highly en- More stations may be easily added as the need arises. 
er Jraging. Indusirial realtors from 
to ie west, midwest, and southwest Y 
al all said they were impressed with § <3 es 
he their first bird's eye view of New go 
0 England's industrial, recreational, Read how a Lamson Automatic Airtube 
er and living facilities. Some of the System will improve the speed and efficiency 
Ww properties were sold to industrial Re: of communications in your plant. Write é 
vi- real estate groups and investors. oO for the 52-page catalog “‘Airtube on Target.” 
n., Others were sold to community a= . . Y 
he groups contemplating a com- g” FOR FREE INFORMATION “Ry ED 
er, munity enterprise to attract indus- CLIP TO YOUR LETTERHEAD & eo ; 
te, trial tenants to the property in | e | 
by their town. \ da me your 52-08 \ 
Please s°™ t 
\ Taree | 
“ Airtube on 
i nals LAMSON t conaiet 
winnie asthe CORPORATION | 
\ \ 
“ 3749 Lamson Street, Syracuse 1, New York \ ee 
= Plants in Syracuse and San Francisco \ edie 
7 AAIRCHILD AERIAL SUB Eam Offices in Principal Cities meanall 
wa (Circle 441 for more information) 
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always on hand 
to _ costs in hand 


Yes, you can determine 


For fast, dependable cost control, investigate, install, 
Calculagraph—it can keep costs in hand, mean greater profits 
to you. Ask our representative to show you how. 


Write today for catalog to Dept. M 


Agents in Principal Cities 


CALCULAGRAPH 
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production costs to the penny 
accurately, economically with 

Calculagraph—the only job time recorder that automatically 
computes, prints and records ELAPSED time—to the minute. 


HARRISON, N. 3. 
THE STANDARD OF ACCURACY SINCE 


(Circle 418 for more information) 





Remodelling and building 
to attract a tenant 


If a property falls short of meet- 
ing a prospect's needs, suitable im- 
provements can often “clinch a 
deal." Renovating, air conditioning, 
enlarging, partitioning, and like im- 
provements area commonapproach. 

A good example of what can be 
done in the way of changing the 
use for which a property was origi- 
nally constructed is the case of the 
Greater Portland Public Develop- 
ment Commission (Maine). The Com- 
mission has made extensive im- 
provements in the properties it con- 
trols. These even include such things 
as new steam and heating plants, 
sprinkler systems, and new floor- 
ings. These attractions, in conjunc- 
tion with a@ planned program, 
helped to increase the industrial 
employment of Metropolitan Port- 
land from 6,000 to over 10,000. 

While it's common to renovate 
and improve a property to attract 
a tenant, if improvements can't do 
the job, new plants are sometimes 
“built to order” by a town. Nashua 
offered to build a brand new mil- 
lion dollar plant. The Nashua 
Foundation finally built three new 
plants, financed in whole or in part 
by the Foundation. They are occu- 
pied on long term lease, and are 
all flourishing. 


QUESTION: What did you use for 
immediate capital? 


ANSWER: The Nashua-New Hamp- 
shire Foundation (the citizens group) 
negotiated a loan of $105,000 in 
which three banks and four other 
manufacturers participated. A $100,- 
000 of this was paid to Textron to 
acquire title to the property. 


QUESTION: Where did the first out- 
side capital come from? 


ANSWER: Within a few days after 
the Foundation was formed, a group 
of former Textron workers, skilled in 
the manufacture of specialized textile 
products, formed their own company. 
With funds subscribed by Nashua 
people, they leased 175,000 square 
feet of space from the Foundation 
and bought the necessary machinery 
from Textron on a long term sale 
agreement. This was the first lease of 
space. Incidentally, that company— 
Nashua Textile—today employs more 
than 300 workers and has become a 
very stable business. Our next move 
was to tell the story of what Nashua 
had to offer to industries outside of 
New Hampshire. Using every possible 
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The advantages of the 

completely different Verifax 

Copier are reviewed by 

Ruth E. Cormican, secretary to two 
vice-presidents at Bryant & Detweiler Co., 
Detroit, leading building construction firm. — 
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“All-day retyping jobs now done in 15 minutes” 
Takes just 1 minute to make 5 Verifax copies of 
a letter, bulletin, or other office record which 
formerly had to be retyped. 

In 15 minutes—or less—the daily output of 
a skilled typist is matched. 

“Verifax copies are photo-exact” 

Never a retyping mistake or omission. Data 





written in either pencil or pen—and spirit- 


duplicator copies — are faithfully reproduced 


with the Verifax Copier. 
“Communications speeded” 


Changes of specifications, often running from 
five to thirty pages, are passed on to sub- 


Mail coupon for new free 
booklet full of valuable 
tips for boss and secretary. 
Reveals the 101 short cuts 


which Verifax Copying has Name 


of typing in | week 


with a Kodak Verifax Copier” 


Ruth E. Cormican, 
Bryant & Detweiler Co. 






contractors without costly retyping delays. 

Verifax copies of an incoming report or small 
drawing are routed simultaneously to all con- 
cerned —to customer, accounting department, 
drafting room, general superintendent. And 
Verifax copies quickly make up the difference 
when a subcontractor doesn’t send enough 
copies of a proposal. 

“$240 Verifax Copier quickly paid for itself” 
To figure out how quickly a Kodak Verifax 
Copier will save its cost in your own company, 
simply do this: 

Compare the cost of retyping a page with the 
cost of making Verifax copies—you get 5 in 1 
minute for just 242¢ each. 


EASTMAN KODAK COMPANY, Business Photo Methods Division 
Rochester 4, N. Y. 

Gentlemen: Please send free copy of “New Time Saver — 

New Idea for Every Office.” 


197-9 


Position 





brought to thousands of 











Company 





offices . . . shows how the 
cost of a Kodak Verifax Copier - Sinied 
as low as $148—is usually saved 
the very first month. City 


State 





Prices quoted are subject to change without notice. 
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CUT MAINTENANCE 
COSTS WITH 


BAKER SCAFFOLDS 





Operation “Maintenance” is an im- 
portant phase in today’s business 
operations. Thousands of Baker 
Scaffolds are in use today helping 
to make housekeeping and mainte- 
nance more efficient and more eco- 
nomical in offices, stores and indus- 
try... workers appreciate their 
efficiency, management appreciates 
the resulting economy. 


Put Baker Scaffolds to work for 
you, in your business! Write for 
Bulletin 567! 


Manufactured by 


BAKER-ROOS, INC. 


602 W. McCARTY ST., INDIANAPOLIS 6, IND. 


OFF-THE-FLOOR 
WORK! 


BAKER-ROOS, INC. MM 
P.O. Box 892, Indianapolis 6, Indiana 
Gentlemen: 


Please send additional information on 
BAKER SCAFFOLDS, without obligation. 


ee 


Company _— - ere 


Address____ 


(Circle 409 for more information) 








media within our modest means— 
newspapers, radio, and direct mail— 
we tried to do a selling job. The re- 
turns didn’t overwhelm us at first but 
were given prompt attention. We vis- 
ited prospects or invited them to 
visit us. 


QUESTION: What did you _ offer 


prospects as an inducement? 


ANSWER: We made no promise of 
subsidies, tax abatements, or special 
considerations. We had space to rent 
at reasonable rates, and an excellent 
supply of labor to offer. As a result 
of this straightforward effort, we at- 
tracted industries which leased or got 
space from the Foundation and pro- 
vided more than 2,500 immediate 
jobs. In addition, other jobs were 
provided by industries which could 
not utilize our space, but who we 
helped find other locations in the 
city. Altogether, more than 5,000 are 
today employed in some 23 different 
companies in this property as a re- 
sult of this effort. 


QUESTION: Does Textron still carry 
its $400,000 mortgage? 


ANSWER: Believe it or not, the 
Foundation paid off the entire mort- 
gage in 15 months while still paying 
property taxes to the city, and also 
paid off the $100,000 loan. I think 
this illustrates that an assist need not 
cost the assisting company very much 
in dollars. Moreover, the Foundation 
is still working. In 1950, at the same 
time they burned the paid-off mort- 
gage in a public ceremony, they also 
announced they were prepared to 
build a brand new $1,000,000 single 
story manufacturing plant for suit- 
able industrial tenant on a long term 
lease. The Korean war delayed that 
project. However, the Foundation 
now has a small but flourishing Indus- 
trial Park on the outskirts of Nashua 
in which three new plants, financed 
in all or in part by the Foundation, 
have been built. 


QUESTION: What was the actual 
out-of-pocket cost to Textron for 
its part in the Nashua effort? 


ANSWER: Textron supplied encour- 
agement by agreeing to underwrite 
the first year’s operating deficit, if 
any, suffered by the Foundation. 
Also, as I said before, Textron took 
back the $400,000 mortgage. I be- 
lieve these two factors helped to give 
the people the courage to set the 
Foundation up in business. Actually, 
as it turned out, there was no “out of 
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pocket” cost. First year operating in- 
come exceeded outgo, and of course 
the mortgage was paid off well in 
advance of maturity. 


QUESTION: Would you say that the 
Nashua situation was fairly typi- 
cal? In other words, could the same 
program fit almost any situation? 


ANSWER: I don't see why not. Situa- 
tions may differ, but the basic pro- 
gram can be about the same. My 
experience includes first-hand con- 
tact with case examples in communi- 
ties all over New England. Here, the 
textile industry has been moving out 
and closing down, but, in town after 
town, cooperative programs have 
taken up the slack. 


QUESTION: You spoke a little ear- 
lier of a “formula” for company 
and community cooperation. Can 
you give us that formula? 


ANSWER: I can give you several 
basic operating principles. It’s impor- 
tant to remember that these are only 
a guide. Each will be developed in a 
slightly different fashion depending 
upon the situation. I assume you want 
this from the point of view of the 
company that is moving out? 


QUESTION: That's right — 
should the company do? 


ANSWER: First, work closely with of- 
ficial development organizations, 
whether they be state, county, area, 
or city. Second, get other industries 
in the town to participate. Third, 
make the people of the community 
feel that it is their project. Fourth, 
look for and take advantage of un- 
usual promotional aspects in the 
situation. And last, cooperate with 
the press to get the widest possible 
publicity. m/m 
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PRICE LISTS... 


does paperwork no 
duplicator ever did before | 


“ 


OT so long ago a duplicating machine was used only for such 

simple jobs as reproducing a sales bulletin or office memo. 
Now the Multigraph MULTILITH OFFSET Duplicator has become 
part and parcel of office routines, used to speed whole systems 
of paperwork procedures as well as regular clerical work. 


On a Multilith Duplicating Master you write, type, draw 
or trace information by hand or business machine. Then reproduce 
as many copies as you like of all or part of this information. Keep 
the master itself as a permanent record, adding, deleting or sub- 
stituting information whenever necessary. Use it as needed. You 
can even make a new master from the old master—automatically! 


Find out how Multigraph Methods can save you money. Call 
your nearby Addressograph-Multigraph office for a no-obliga- 
tion demonstration. Addressograph-Multigraph Corporation, 
Cleveland 17, Ohio—Simplified Business Methods.* 


Addressagraph-Multigraph 
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© 1956 A-M Corporation *Trade-Marks 


SERVING SMALL BUSINESS—BIG BUSINESS—EVERY BUSINESS 


(Circle 402 for more information) 
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ideas 
‘from 
abroad 


French firm profits from 


“directed suggestions 


me Paris, SEPTEMBER— 
Workers’ suggestions increased 
from an average of four per month 
to over 70 per month at the Paris 
works of Alsthom-Lecourbe & Cie., 
after the firm scrapped its standard 
suggestions scheme in favour of a 
new system called “Directed Sug- 
gestions.” 

The system consists in selecting 





one particular product (the com- 
pany manufactures electrical equip- 
ment, desks, boxes, etc.), and ask- 
ing for employees’ suggestions with 
a view to more economical pro- 
duction. The various components 
are mounted on wall boards and 
put on display in a special sugges- 
tions room. Details as to costs, 
manufacturing ranges, parts bought 


This is the “suggestion room” at the Alsthom-Lecourbe works in Paris. Compo- 


nent parts of the company’s products are mounted in wall displays, with full de- 


tails. Workers record their suggestions in convenient idea books. 
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out, etc., are provided. Ideas books 
are available for workers to record 
their suggestions. These ideas 
books are studied daily by the Di- 
rector of the Suggestions Study 
Department, and an interview with 
the author of a suggestion is ar- 
ranged. Acceptable ideas are sub- 
mitted to the Technical Depart- 
ment and to the Methods 
Department with the least possible 
delay, and thence to the Works 
Management. The worker is kept 
informed of the progress of his 
idea at every stage. 


Chargehands qualify for awards 


Awards are made up to and in- 
cluding the grade of chargehand. 
If the estimated saving on the first 
year does not exceed £10 it goes 
to the author. If it is over this 
amount, the author receives a per- 
centage. It is interesting to note 
that where a successful suggestion 
involves a reduction in standard 
times, any workers affected by the 
change receive a share of the 
award and the new standard time 
is increased by 20% (within the 
limits of the old time, of course). 

Of 4,150 suggestions received in 
the past five years, over 31% have 
been accepted, representing a total 
saving of £38,000. To date, sug- 
gestions have been received from 
a total of 50% of the staff covered 
by the scheme. m/m 





The material for this article was sup- 
plied through the courtesy of the 
British Information Service. 
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The Victor Flick that outdates 
all other calculators — 


\ 


New Victor Automatic Printing Calculator saves 
you costly man-hours because its simpler, 
: easier,more accurate to use 


Here’s the greatest advancement in calculators in a decade. This ex- 
clusive Victor feature lets you multiply or divide with a gentle “Flick” 
of your finger. No mental counting. “Up” to multiply . . . “Down” to 
divide . . . middle position to add or subtract—and all automatically! 

The new Victor Calculator prints your figures on tape, just as you 
would write them. Automatic Constant lever holds figures for repeated 
division or multiplication. Exclusive Total Transfer button eliminates 
need for re-entering totals. 

Find out how much this Victor “Flick” can do for you—look under 
“V” for Victor in the adding machine section of your classified phone 
book or mail the coupon below. 


| 


VICTOR ADDING MACHINE CO., Chicago 18, Illinois MM-956 


VICTOR ADDING MACHINE co. Send me brochure on the New Victor Automatic Printing Calcu- 


lator, showing all the features. 
Chicago 18, Illinois 
Victor-McCaskey Limited, Galt, Ontario 


Name 


Co npany 
Manufacturers of Business Machines, Cash Registers, Business 
: : : : Address 
and Industrial Systems, Electronic Equipment, Electri-Cars 
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An eye fora 


In order to make full use of basic government statistics, you must understand their real 


meaning. Here is a simple explanation of how statistics are developed, with details of 


how to read and use them. 


EDITOR’S NOTE: Burton Crane is the author of “Getting 
and Spending: an informal guide to national economics.” 
This article, in part, is extracted from a single chapter in 
this remarkably readable and useful new book (Harcourt, 
Brace & Company). 


ue Economists use a language of their 
own. They say it saves time. My private conviction is 
that the saving of time is exclusively for the author. 
Even a reader as familiar as I with this kind of gobble- 
dygook has to read a passage three times to find out 
what the writer thinks he is saying. 

Nevertheless, some economic shorthand is defen- 
sible. It is convenient to be able to use a single word 
or phrase instead of an extended definition each time 
a thought comes up. For example, take the Consumer 
Price Index, often called CPI. Let us say that it cost 
you $1,000 a year to live in 1936 and $1,400 for the 
same bundle of goods in 1955. Then, with 1936 as 100, 
your cost of living in 1955 was 140. That is how index 
numbers are prepared, as percentages of some base 
year or base period. 

Actually, the present base is the average of the years 
1947 to 1949. The Division of Prices and Cost of Liv- 
ing in the Bureau of Labor Statistics in the Depart- 
ment of Labor collects statistics from 3,000 towns and 
cities with populations of 2,500 or more. Families with 
incomes, after taxes, of $10,000 or more are excluded. 

First the survey finds out how much of its income 
each family paid for rent, for this kind of clothing, for 
that kind of food, for transportation, for laundry, and 
so forth. In 1952 the Bureau found that food took 30.1% 
of all expenditures, clothing 9.7%, housing 32%, trans- 
portation 11%, medical care 4.7%, reading and recrea- 
tion 5.3%, and everything else 7.1 per cent. 

You can see that a 10% increase in housing costs is 
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far more important than a 20% increase in the cost of 
medical care. The above proportions showing relative 
importance are used as “weights” for the prices of the 
300 items that make up the index. We can see how this 
works by taking the “Reading and Recreation” group, 
which in 1952 was given 5.32% of the weight of all 
items. 

First suppose that a table-model radio receiver of 
a certain type was worth $25 in the base year. That 
$25 becomes 100 per cent. If it goes up to $27.50 we 
divide $25 into it and come out with an index number 
for radio receivers of 110. But only .34 per cent of 
household money is spent for radio receivers, so we 
multiply our 110 by .34 and come out with .37. Not 
bothering with actual prices, let us look at the whole 
group: 


READING AND RECREATION 


Old New Weighted 
Price Weight Price Price 
Radios, table model .. 100 34 110 37 
Television sets ...... 100 1.04 90 94 
Television repairs .... 100 04 150 .06 
Motion picture tickets 
Serre. 100 1.04 100 1.04 
SE 100 .28 110 31 
rr 100 31 120 37 
Sporting goods ...... 100 1.28 130 1.66 
Newspapers ........ 100 .99 102 1.01 
| ee 0.32 5.76 


Now, if we divide the total of the weights—5.32— 
into the total of the weighted prices—5.76—we get an 
answer of 1.083 or 108.3 per cent of our base period. 
In other words, the average outlay of the average fam- 
ily for things of this kind has risen 8.3 per cent from 
the base period. Actually, this is fiction. The weights 
are the official ones but I made up the new prices. 
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This, however, is the method. It is done with all 300 
items, so that each price change can be weighted to 
its proper importance. 

So important has the Consumer Price Index become 
that many labor contracts are geared to it. Employers 
may agree with the union, for example, that an ad- 
vance of 2 points—say, from 114 to 116—will increase 
average hourly wages by 3 cents—say from $1.88 to 
$1.91 an hour. 

The Consumer Price Index is sometimes used back- 
ward to show the value of the dollar. You have heard 
people say that we have a “53-cent dollar,” in other 
words, a dollar that used to buy 100 cents worth and 
now buys only 53 cents worth, because prices have 
risen. If you take the present index, based on 1947-49 
as 100 (the old one was based on 1935-39) you find 
that the Consumer Price Index at the end of 1952 was 
114.1. Divide that into the average index for 1939, 
which was 59.4, and you get 52.6, indicating a “53- 
cent dollar.” At the end of June, 1955, we had a 52.05- 
cent dollar, for prices had continued to rise. 

Sometimes people aren’t so honest as they might be 
in making comparisons of this kind. After all, every- 
thing depends on what year you choose for compari- 
sons and the year you select generally depends on 
what point you want to prove. For example, I might 
take 1865 or 1919, when prices were higher than they 
were in 1945. 


The Index of Industrial Production 


One of the most valuable of all measurements of 
business is the Index of Industrial Production, pre- 
pared by the Federal Reserve Board. This is not a 
measure of value but of physical volume, so that no 
adjustments have to be made for changing prices. Most 
of the 300 items in it are in actual volume units (tons 
of coal, pairs of shoes, and so forth). The remainder 
are numbers of hours worked. 

Like the Consumer Price Index, the Industrial Pro- 
duction Index is divided into groups. The main ones 
are manufacturing production and mining production. 
These and all the sub-groups are also adjusted for sea- 
sonal variation. This is done quite simply. Suppose, 
over the past several years, that 10 per cent of the an- 
nual production of worsted potholders has been in 
June and 8 per cent in July. Now suppose that pro- 
duction in June is 120,000 dozens but drops off to 108,- 
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000 dozens in July. Is that the normal seasonal trend? 
No. The trend would indicate that production should 
have fallen to 96,000 dozens. After making the correc- 
tion, we see that, with full allowance for the season, 
output actually rose 12% per cent. 

Both adjusted and unadjusted figures are regularly 
published in the Federal Reserve Bulletin and the Sur- 
vey of Current Business. The base period is now 
1947-49. 


6 Important ‘‘National Aggregates’’ 


In studying economics today we are fortunate. 
Thanks to the pioneer work of W. I. King, Simon Kuz- 
nets and Raymond W. Goldsmith we have at our 
fingertips a great body of statistics showing where 
people and corporations and governments got their 
money and how they spent it or invested it. These are 
all worked out for the entire country and are often 
given the collective title of “national aggregates.” The 
ones we shall use often in the following pages are: 


1. Gross National Product or Expenditure. 
Personal Consumption Expenditures. 
National Income. 

Personal Income. 

Disposable Personal Income. 

Personal Saving. 
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Gross National Product or Expenditure (com- 
monly abbreviated to GNP) is a measure of the spend- 
ing and investing of individuals and governments. In 
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GET YOUR COPY OF THIS 


FACT FOLDER 


Full of time- and 
labor-saving ideas on 
pressure sensitive 
Contact Labels 
and Label Dispensing 
Machines 





If you think you have use for pressure sensitive 
labels which stick without moistening, you should 
have this new FACT FOLDER. It’s chock full 
of label facts and time- and labor-saving ideas. 
Contains complete information on the wide vari- 
ety of Archer Contact Labels. /ncludes sample 
labels. Describes Archer Label 
Dispensers which speed applica- 
tion as much as 400%. For your 
copy write Sales Manager, Archer 






Archer MULTIMATIC ®& 
Label Dispenser 





an ee ee ee oe 
783 Kohler St., Los Angeles 21, Calif. 
Telephone: Michigan 7824 ¢ Offices in Principal Cities 





FOLDING TABLET ARM CHAIR 


A CHAIR and a DESK in ONLY 3 INCHES 


This versatile chair has found widespread use in sales conferences, 
training classes, auxiliary school rooms, examination rooms, 
cafeterias, meeting rooms or as extra chairs and writing surfaces 
in offices. The chair can also be used with the arm folded down 
out of the way. And, the amazing thing about this quality 

built chair is that it folds to a thickness. of only 3”! 


Illustrated is 
model = 2317- 
LTA with leather- 
ette seat. Other 
models and sizes 
available. Write 
for complete 
catalog on the 
only complete 
line of folding 
chairs 


The only folding chair backed 
by a 10 YEAR GUARANTEE! 


LARIN MANUFACTURING CO. 


Dept. 47, 4640 W. Harrison, Chicago 44, Ill. 
(Cirele 415 for more information) 
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other words, only the final purchaser really counts. 

Professor Morris A. Copeland of Cornell University 
has estimated that the total amount of money that 
changes hands in our economy in a year adds up to 
something like three times our GNP or four times our 
National Income. That would give us a 1954 figure 
somewhere between $1,080,000,000,000 (one trillion, 
eighty billion) and $1,200,000,000,000. The Depart- 
ment of Commerce, however, cuts out the middlemen 
and gives us a set of figures that looks like this: 


GROSS NATIONAL PRODUCT OR EXPENDITURE 
(In billions of dollars) 


1954 

Personal consumption expenditures ............ $236.5 
Gross private domestic investment ............ 47.2 
INGE TOPOIE GROCTIMAERE 2 oc ccc iceecscccescias —.3 
Government purchases of goods and services .... 77.0 
Grose Netonal Product... cciecceacians $360.5 


2. Personal Consumption Expenditures, as you see, 
are included in Gross National Product. Remember, 
this is individual spending, for durable goods—things 
that don’t wear out quickly; and nondurable goods— 
things we consume or wear out; and services such as 
transportation, laundry, repair jobs, and entertain- 
ment. The Government gives us not only the totals but 
the individual items. 

3. National Income is almost self-explanatory. Who 
gets money? Employees who are paid wages and 


NATIONAL INCOME 
(In billions of dollars) 


1954 

Compensation of employees ............0.005: $207.9 
Income of unincorporated enterprises .......... 37.9 
Rental income of persons ................ 10.5 
ik kaos OS nde & Me OA HR 33.8 
es as aan OS kh ee ale 8h wc 9.5 
gE Ee renee yy eee $299.7 


salaries, people who run firms or sole proprietorships, 
and investors. The investors get their money from cor- 
poration profits (which may not all be distributed, of 
course), from renting their properties such as houses, 
and from interest on money lent. Since some borrow 
as well as lend, we have to subtract the interest paid 
from the interest received. 

At first glance it seems strange that income should 
be below outgo. The reason is that a deduction is 
made for the wearing-out of property such as houses 
and cars and power lawnmowers. You make the same 
kind of deduction on your income-tax return. Then 
there is an adjustment so that some indirect taxes will 
not be counted twice. 

4. Rearranging some of the old figures and adding 
some new ones, we get the table on Personal Income. 
This eliminates money received by corporations and 
governmental bodies and deals only with individuals: 
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PERSONAL INCOME 
(In billions of dollars) 


Pe I ID no os wk oo: 5 0 55.0 5st maoko BD $196.2 
Other labor income, including compensation for 
injuries and employers’ contributions to pri- 
OGtE PENSION PUGNS 6.0... eccccccseccas 6.6 
Income of the self-employed, proprietors, and in- 


dividuals receiving rents ..............4.. 48.4 
PNET 60 6 Shido wEh ewN eee twee 10.0 
Personal interest income .............e+e+005- 14.7 
Transfer payments, which are mostly benefits re- 

ceived from Social Security and other social 

oe ee ee eee 16.2 


Minus: Personal contributions for social insur- 
ance such as pensions and unemployment 
STEEN AIIIES 6.55) ov, 45 esa ee dy, sea ey ye RL 4.5 
a ee re res TT re rer ree 
Minus: Direct taxes and other direct payments 
to Federal, State, and local governments . . 32.8 
Disposable Personal Income, which is what in- 
dividuals have left after taxes to spend or 
BOS SUC. ere Kieren ele trea srw eter. e Meer eaie $254.8 
Minus: Personal Consumption Expenditures, 


including excise taxes on cigarettes, gaso- 
line, jewelry, and so forth .............. 236.5 
PU MIN od wba nis # bode a ackana saad ies $ 18.3 


The figures so far have been pretty static, for they 
have shown only the position in 1954, without any 
sign of progress or development. The aim was to keep 
the figures simple, merely to define the terms that we 
shall use. Now that that has been accomplished, we 
can proceed to an area of real movement: 


PERSONAL INCOME IN CURRENT DOLLARS 
(In billions) 


1929 1932 1939 1953 1954 
Personal Income ...... 85.8 50.1 72.9 286.2 287.6 
Minus: Personal taxes 26 1.5 24 358 328 
Disposable Personal In- 
COMB + Soe ee 83.1 48.7 70.4 250.4 254.8 
Minus: Personal con- 
sumption 
Expenditures ..... 79.0 49.3 67.6 230.6 236.5 
Durable goods .... 92 36 67 298 293 
Nondurable goods. 36.7 22.8 35.1 118.9 120.9 
DETUICES sie s cis 32.1 229 25.8 818 86.4 
Personal Saving ...... 42 -06 29 19.8 18.3 


Some creakier members of the community can re- 
member when an ice-cream soda cost a dime. And my 
Dad used to recall that, when he was a boy in Mt. 
Sterling, Illinois, on at least one occasion he was sent 
to the store for a dozen of eggs and the grocer asked, 
“Got your nickel?” 

Yes, prices have been changing. They always change 
and apparently they always must. When they move a 
good deal, it is necessary to take their gyrations into 
account. Suppose we presented wage statistics thusly: 


WORTH OF ONE DAY’S FACTORY LABOR 


1896......20 dozen eggs 

ee 1 woolen un‘on suit 

Cl) 8 pounds of lobster 

i ae 1 copy of Ulysses by James Joyce 
1936...... 17 antique mustache cups 

a) > 2 bushels hybrid seedcorn 

IBGE ke wes 2 tickets to Pajama Game 


If our statistics are to mean anything, we must con- 
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3US- RRP for VITREOUS CHINA 





Vertical-Horizontal suspension safeguards your product 
in and out of carton. . . Fewer packaging components 
required. . . pad folding eliminated. 


SUS-RAP is engineered to your product and pretested by N.S.T. procedures 


cc 


Laboratory | Laboratory Developed and Tested Packaging | and Tested | Laboratory Developed and Tested Packaging | 


VANANT COMPANY _ INE. 954 S. Water Street Milwaukee 4, Wis. 
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CcCOUNTER=- BALANCED 


EMMERT FULL-SCALE DRAFTING UNITS 


EMMERT Full-Scale, Drafting Units, equipped with EMMERT 
Micro-Drafters, contribute more towards the elimination of costly 
design and manufacturing errors than any other factor in the 
drafting room. 


These versatile units have gained nation-wide acceptance by 
engineers and industry. Their accuracy is drawing long continuous 
parallel——horizontal and vertical lines—the length and height of 
the board is unmatched in any other equipment. Perfectly counter- 
balanced they raise and lower with a smooth gliding action... 
never require locking position. EMMERT Upright Units are built in 
44 standard sizes as well as specials of any length. One installa- 
tion employs 15 units 7 feet high by 141 feet long. Write Dept. M 
today for complete information on these cost saving units. 
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with Veeder-Root 


VARY-TALLY 


Rejects . . . inventories . . . sales by items... sizes... 
colors ... work-assignments . . . prices . .. whenever you 
need to keep accurate count of details that would other- 
wise be tallied by hand . . . get Veeder-Root’s VARY- 
TALLY, the multiple-unit reset counter that counts 
everything countable. 
Arranged compactly on stands in tiers, Vary-Tally 
® can be supplied in almost any combination or 
. numbers of counters, right down to single units. 
Write for prices. Veeder-Root Incorporated, 
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SURFACES 


LUMINALL 


light-reflecting 
casein paint 


Easy to apply with brush or spray! 
One coat covers. Nonflammable! 
Dries in 40 minutes. Brings new 
beauty to acoustical surfaces 
without reducing sound absorp- 
tion properties. No special prim- SEND FOR COLOR CHART 
ers needed. Choice of 12 pastel AND 

colors and White. SPECIFICATION SHEET 


ACOUSTICAL PLASTER 


LUMINALL PAINTS, 
May Street e 


Dept. 306 


3617 §S. Chicago 9, 


Newark 5 e@ 


Los Dallas 7 





Angeles 1 e 


(Circle 442 for more information) 


vert the lobsters and theater tickets into some unit of 
measurement that will be common to both. The easiest 
one is apt to be the dollar. But the dollar doesn’t al- 
ways have the same value. In one year, perhaps, it 
will buy four pounds of lobsters, in another only one. 
To make sure that we are talking about the purchasing 
power of a day’s labor or a bushel of corn or anything 
else that may be sold, we must take this changing 
value of the dollar into account. We do this with the 
little equation we learned in first-year algebra: 
1947 prices 1954 prices 
100 = 


In other words, we multiply 1954 prices by 100 and 
then divide the result by 1947 prices. In this case we 
discover that the answer is 117.8. This means that 1954 
prices are 117.8 per cent of those in 1947. To reduce 
1954 prices to a 1947 base, therefore, we divide them 
by 117.8. And we do the same thing for every other 
year that interests us. But every other year has its 
own index of prices, sometimes called a “deflator,” 
because it squeezes out the inflation. 

Note specially that, in this case, we are not using 
the Consumer Price Index (although we'd come to 
almost the same results if we did). In this case, we are 
employing special deflators worked out by the Depart- 
ment of Commerce. Why? Because the cost of con- 
sumer durable goods and consumer nondurable goods 
have not always risen or fallen at the same rate as 
services bought by consumers. By using the special de- 
flators for each kind of personal consumption expendi- 
ture we reach a more accurate answer. 

The following table, therefore, uses deflators that 
have been especially worked out for each of these 
items. Personal Consumption Expenditure deflators 
(as a whole) have been used for the other figures. 


PERSONAL INCOME IN 1947 DOLLARS 
(Still in billions) 


1929 1982 19°9 1953 1954 
Personal Income ...... 116.5 90.4 125.9 245.0 244.2 
Less: Personal Taxes. 3.6 26 4.2 30.7 27.9 
Disposable Personal In- 
SS eee ee ee 112.9 87.8 121.7 214.4 216.3 
Less: Personal Con- 
sumption 
Expenditures ..... 107.3. 88.9 116.3 197.4 200.8 
Durable goods .... 13.00 69 118 26.7 26.9 
Nondurable goods . 58.1 50.7 68.5 105.4 106.5 
rr 36.2 31.3 36.0 65.4 67.4 
Personal Savings ...... 5.7 -1.1l 54 169 15.5 


Unless you are reading this to put yourself to sleep, 
you have noticed some interesting things about that 
table. With inflation removed, Personal Income seems 
to have been smaller in 1954 than in 1953. Because of 
the reduction in personal taxes, however, people had 
more money to spend. They spent it with a right good 
will, saving considerably less. That is what the figures 
from our statistical agencies seem to say. 

Right here, let me sound a note of warning. These 
figures are not absolute. They are estimates—highly in- 
formed estimates made by highly trained men, to be 
sure, but still estimates—and nobody claims that they 
are accurate within a percentage point. For example, 
the Department of Commerce makes the best esti- 
mates possible on the amount of money that is spent 
and then tucks everything for which it cannot account 
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into nondurable goods. To some extent its figure on 
Personal Savings is what is called “residual.” That is, 
it is what is left over after Personal Consumption Ex- 
penditures have been subtracted from Disposable Per- 
sonal Income. Of course, it is estimated independently, 
but it may interest you to know that the Securities and 
Exchange Commission, another branch of the Govern- 
ment quarrels with it. Here are the conflicting esti- 
mates (in current dollars) for 1953 and 1954: 


PERSONAL SAVINGS ESTIMATES 


(In billions of current dollars) 


1953 1954 
COR. BS oe exer ieee 19.79 18.28 
Securities & Exchange Comm. ......... 19.44 15.37 


Don’t distrust these figures entirely, therefore, but 
remember that they are more conclusive over longer 
periods than one year, for which the figures to the 
right of decimal points make smaller differences. 

Let me sound one more warning, the old, discourag- 
ing one about a little knowledge being a booby-trap. 
With these figures in front of you, you might con- 
ceivably come to the conclusion that America’s re- 
covery from the 1929-32 depression was complete by 
1939. Look at that! Personal Income, Disposable Per- 
sonal Income, and Personal Consumption Expendi- 
tures all well above the 1929 boom rate! 

You've got something there, quite a little something, 
but you haven't got all the facts. With data such as 
those above (and nothing to contradict them) you 
could even show a complete recovery by 1937, when 
Disposable Personal Income was even further above 
the 1929 mark than it was in 1939. But in 1937 we 
had 7,700,000 as the monthly average of our unem- 
ployed. In 1939 the monthly average was 9,480,000. 
That meant that 26% of our nonfarm workers were out 
of jobs. Do you call that recovery? 

Plainly, we must learn to jump at our conclusions 
slowly. Perhaps we shouldn't even jump. 

Suppose we get back to our figures on Personal In- 
come. Can you think of one other thing that might be 
wrong with them? Of course you can. No allowance 
has been made for the great changes in our popula- 
tion. To get an honest and revealing figure, we must 
divide all those billions of 1947 dollars by the millions 
of people in the country at each date. We shall use 
the monthly averages for 1929 and 1932 and the July 1 
figure for the latter years: 


PER CAPITA PERSONAL INCOME IN 1947 DOLLARS 
(In actual dollars, not billions) 


1929 1922 19°9 1953 1954 

Personal Income ...... 957 723 962 1534 1503 

Less: Personal taxes . 30 21 33. 191 17] 
Disposable Personal In- 

0) ee SRR aria 927 702 929 1343 1332 
Less: Personal Con- 

sumption 

Expenditures ..... 881 711 889 1236 1236 

Durable goods .... 117 55 90 167 165 

Non durable goods. 478 406 523 6690 654 

DEMMORS: “ose a' sides 298 250 275 409 415 

Personal Savings ...... 47 -Il 41 106 95 


Those figures for 1953 and 1954 look different now. 
So many more Little Blessings were added to our 
population that even the tax cut couldn't keep the 
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IN NEW METAL STAMPING PLANT 


UNBEARABLE NOISE 
SILENCED BY 


SOUNDEX PARTITIONS 


The thunder of presses was walled out of this office area by 
ceiling high application of Soundex Partitions. 
Office area was then divided by regular 8-foot Soundex 
Partitions thus avoiding the expense of changing heating, 
lighting or air conditioning services. Results: Quiet, modern, 
low cost offices. You can save and silence too... write 
for free catalog today. 2 
also in Sweet's AF = 
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2417 Eastern Avenue, Grand Rapids, Michigan 
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“I do laborless filing, in 
half the time-with 
Pi CORRES-FILE 


“( ...1 love it!” _<) 








CORRES-FILE increases efficiency — saves 
time (50%) and money—improves employee 
morale, by taking the file clerk out of the 
laboring class! 


ques TIME, LABOR and 
up to 40% in SPACE! 


Effective Tools for Effective Management 
WASSELL ORGANIZATION, INC. Westport, Conn. 


(Circle 492 for more information) 














How to put every key man 
within 5 seconds of your desk 


Your organization enjoys an immediate lift in efficiency 
with a Stromberg-Carlson sound system. 

The time you save when you have fast communica- 
tions at your fingertips is incalculable. Voice paging 
provides instant contact with any individual on your 
premises. It reduces personnel expense because there’s 
no need to send your secretary or office boy on repeated 
“manhunts.” 

Customer relations are improved, too, because you 
can get quick answers to customers’ questions from the 
right person without delay. And you, yourself, are free 
to continue your work quickly. 

A Stromberg-Carlson sound system with our exclu- 
sive “Red Telephone” all-call alarm provides voice 
facilities for immediate warning in case of emergency. 

Whether your organization is an industrial firm. . . 
commercial establishment . . . social agency . . . public 
utility—or any other organization that needs efficient 
communications—we can engineer a sound system to 
meet your particular needs. 

You may have anything from a simple telephone 
intercom to a complex public address, paging and radio 
distribution system on lease—without spending a cent 
of capital funds. 

Mail coupon now for free survey of your needs. 


STROMBERG-CARLSON COMPANY 


A DIVISION OF GENERAL DYNAMICS CORPORATION 


1703 UNIVERSITY AVE. e ROCHESTER 3, N. Y. 
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spendable income of the average citizen from falling. 
If our economy isn’t at least as vital as our net birth- 
rate—births minus deaths—we go downhill. m/m 
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Electronic Computers and Management Control 

Not just another volume explaining Automation, this 
book is refreshingly detailed and complete in its scope. 
Although it is constructed in a routine fashion, answer- 
ing this sequence of questions, what is Automation, 
why it is important to business and how does it work, 
the authors have effected a good general discussion of 
the subject. As a basic guide to the business man with 
neither time nor inclination to solve the intricacies of 
electronic processing, the volume is recommended. 
GEORGE KOZMETSKY, PAUL KIRCHER, McGraw-Hill Book 
Co., Inc., 330 West 42nd Street, New York 36, N.Y. 
296 Pages. $5.00. 


Community Relations in Business 

Designed primarily as an operations manual for execu- 
tives with community relations responsibility, this book 
provides a badly needed service. The importance of 
good community relations is only now being under- 
stood in many corporate minds. Active programs are 
constantly being started, and the intensity and caliber 
of these are improving. 

The completeness of the outline provided in this 
manual accounts for its value. For example, the author 
spends eight pages discussing company cooperation 
with local clergy. Other illustrations of this thorough- 
ness are seen in tight little sections dealing with com- 
pany relations with physicians, educators, and local 
fund drives. This is an excellent guide book for any 
executive faced with the job of preparing a community 
relations program. 

JOHN T. MC CARTY, BNA, Inc., Washington 7, D. C., 286 
Pages. $12.50. 


Accounting Trends and Techniques 

This ninth cumulative survey of accounting aspects of 
corporate and commercial corporation annual reports 
outlines changes and trends developed in 600 compa- 
nies. It covers 41 varied industries during the fiscal 
year ending between May 1, 1954 and April 30, 1955. 
An additional 700 companies are referred to and in- 
formally reviewed. The book is divided into five sec- 
tions, relating to the typical annual report: Financial 
Statements, Balance Sheet, Income Statement, Re- 
tained Earnings and Capital Surpluses, and Account- 
ant’s Report. 

American Institute of Accountants, 270 Madison Ave- 
nue, New York 16, N.Y. 266 Pages. $15.00 





CORRECTION: In the June issue, we reported on PSYCHOLOGY 
OF INDUSTRIAL CONFLICT by Ross Stagner (John Wiley & Sons, 
440 Fourth Avenue, New York 16, N. Y.) The price was inadvert- 
ently listed as $4.00. The correct price is $8.00. 
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NEWEST TREND IN PAPERWORK SYSTEMS 


Weber stencil for addressing your shipments can be cut 
as part of your paperwork procedure. Saves clerical 
time and effort. Speeds shipments. 


Before your product can be shipped, paperwork must automatic writing machine, or with photo copy or spirit 
be prepared and containers addressed. Pictured on this duplicating masters. Once it has been cut it’s ready to 
page are several modern systems for tying the two jobs address labels, tags or directly on containers using Weber 
together at substantial savings in clerical time and effort. hand devices or machines. 

Key to their efficiency is the versatile and inexpensive Whatever paperwork procedure you follow, or equip- 
Weber stencil which is cut as a part of your order-invoice ment you use, you can integrate the Weber stencil and 
writing procedure and then used to address your ship- eliminate repetitive typing and other manual operations 
ments. It can either be cut as a by-product of your forms in the office and in the shipping department. Investigate 
writing or independently. It can be cut on a typewriter, the advantages of Weber marking systems right away. 
automatic tabulating equipment, Teletype, Flexowriter See the coupon below. 





BY-PRODUCT—Weber Tab-On Stencil is tabbed over ship-to CONTINUOUS STENCILS — Weber Continu-matic stencils, 
area of your invoice, bill-of-lading or shipping forms and cut mounted in continuous form on marginal punched carrier sheet, 
as a by-product of the forms writing. In one typing, both ship- are cut quickly and easily on typewriter, as well as automatic 
ment addressing master and forms are prepared with custom- tabulating equipment and other punched-card and tape op- 
er's address. erated machines. 








Bee 


INTEGRATED DATA PROCESSING EQUIPMENT, such as Flexowriter (left) and Tele- CUSTOMER'S ADDRESS is imprinted di- 





type (right), cut stencils as part of user's paperwork system. Weber stencils can be rectly on cartons with Weber stencil at- 
adapted to practically any forms production procedure and add greatly to the use- tached to Weber hand device. 


fulness of modern office equipment. 


Weber | rs" 


WEBER MARKING SYSTEMS ° Dept. 9-) * Mount Prospect, Illinois 


[] Please send me information on Weber stencils and how they 
can simplify our shipping paperwork procedure. 


[] Have your representative call. 


Firm Name—___— — PE Oa eT SP ear Fee Sn Fn os 


Div. of Weber Addressing Machine Co. Inc. 


! 
! 
! 
! 
1 
! 
| 
| 
J 


bas Individual__ ae pianos ee, | ee 
Mount Prospect, Illinois 
a ; . ‘i cibiteeiascctaatiannes 
Creators of systems for addressing and marking (ae ; 
labels, tags and containers. cee ens cue case ame ame cans sa eam Gan eee eon up eum GE Gus cup Gam eam cup Gum sun Gu aan Gap ean en 
(Circle 477 for more information) 


SEPTEMBER 1956 83 











How to develop a public 


When a PR program flounders, it’s usually because the program lacks a real objective. Here 


the heads of one of the leading public relations counselling firms explain a vital prerequisite of 


PR, and document their statements with actual cases of success and failure. 


Fifty percent of 
the new public relations programs 
undertaken during the past five 
years have ended in failure. 

This is a devastating fact, par- 
ticularly when measured against 
the parallel fact that public rela- 
tions, properly handled, can be one 
of the most useful tools of manage- 
ment. A successful public relations 
program can—and should—pay for 
itself many times over. 

The vast majority of new public 
relations programs that don’t suc- 
ceed suffer from one common short- 
coming: they lack the vital direc- 
tion provided by a long-range goal. 
The company that undertakes pub- 
lic relations without knowing spe- 
cifically what it wants to accom- 





WHAT IS PR 
ANYWAY ? 


The key purpose of public rela- 
tions is to help people understand 
your operations—to establish for 
you a favorable climate in which 
to do business. Any objectives be- 
yond the creation of this positive 
identification between you and your 


publics can be considered only a 





‘fringe benefit’’ of your public re- 


lations program. 
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plish is gambling with failure be- 
fore it begins. 

Why is it so vital to fix a firm 
goal? Perhaps, the most important 
reason lies in the fact that setting 
a goal is the first step in recogniz- 
ing a good idea upon which to base 
a PR program. 


A Consumer Product Case History 


The Hamilton Metal Products 
Co. of Hamilton, Ohio, proved this 
dramatically when it undertook a 
public relations program four years 
ago. An established firm run by the 
two sons of the founder, Hamilton 
produced a wide variety of utility 
boxes, fishing tackle boxes, and tool 
boxes. Volume was small—a little 
over $1 million a year. The industry 


YOUR BANKER 


was highly competitive, known for 
its small profit margins, lack of 
promotional activity, and the insig- 
nificant difference betwen the prod- 
ucts of one competitor and the next. 

The two brothers heading the 
company wanted to take the lead 
in their industry by introducing 
new merchandising ideas. They 
wanted a symbol that would auto- 
matically stamp any of their future 
products with the mark of in- 
genuity, high style, and quality. 
Theirs had to be a program that 
would make a vital imprint, not 
only on the consumer, but on the 
entire distribution channel: sales rep- 
resentatives, jobbers, and retailers. 

To accomplish the job, the 
brothers realized that they would 
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by William Ruder and David Finn 
Ruder & Finn Inc. 
New York, N. Y. 


have to redesign their line of prod- 
ucts and their advertising, tighten 
up their sales organization—and 
then “something else.” They had to 
find a way to create a whole new 
attitude on the part of all the 
people with whom they did busi- 
ness. They realized that people 
wouldn't believe Hamilton had 
changed until other people began 
talking about the change. The prob- 
lem was how to get others to start 
talking about the “new look” at 
Hamilton. 

This became the long-range goal 
of the company’s public relations 
program. 

An industrial designer was re- 
tained and a line of new products 
was created. Public relations tech- 
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relations program 


niques, together with advertising, 
were used to introduce and sell 
these new products. Results were 
reasonable but not outstanding, un- 
til an insulator-type picnic carrier 
was remodelled with an eye-catch- 
ing red-plaid design. The carrier is 
now widely known to millions of 
people throughout the world as the 
Skotch Kooler. 

Hamilton Metal Products Co. 
management and its public rela- 
tions counsel immediately recog- 
nized the unique design of the 
Skotch Kooler as possessing all of 
the qualities they were looking for 
in a trademark: it had distinctive- 
ness, identity, and appealing style. 

The public relations program 
was immediately centered on the 


YOUR EMPLOYEES 











How to 
EXPLORE 
PUNCHED- 
CARD 
METHODS 
Without 
Capital 


Investment 









If you are seriously thinking about 
installing punched-card equipment 
to get the speed and economy of 
automatic methods in your office, 
here’s a way to save time, trouble 
and money. 


Before you make any major in- 
vestment, let STATISTICAL help you 
“guinea-pig” the proposed opera- 
tions. Working with a “pilot” set-up 
of your contemplated installation, 
we can quickly help you arrive at 
the most practical answer for your 
needs. A preliminary exploration can 
serve to (1) confirm your initial 
thinking so you can proceed with the 
installation; (2) prove that the work 
can be handled more economically 
through sTATISTICAL; or (3) show 
that the job should be done man- 
ually. 


Remember, it’s easier and cheaper 
to discontinue an outside service 
than to scrap your own installation. 


That’s why it’s a sound invest- 
ment to talk it over with STATISTICAL 
and get a factual appraisal of antici- 
pated costs. Just phone 
our nearest office. 


sic 


TABULATING COMPANY 
seh + Michael R, Notaro, President 


53 W. Jackson 
HArrison 7-4500 





NEW YORK 


80 Broad St 
WHitenall 3839 —— 
ST. Louis 
ari ee CALCULATING 
in 1-7777 
Por TYPING 


National-Newark Bidg. 

MArket 3-7636 
CLEVELAND 

1367 E. 6th St. 

SUperior 1-8101 


TEMPORARY 
OFFICE PERSONNEL 
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FASTEST GIRL IN THE OFFICE IS THE ONE 








Comptograph is the new speed wonder that adds, sub- 
tracts, multiplies, even divides at 202 printings per 
minute. All-electric operation, quiet and highly efficient 
with a human-engineered keyboard for smooth, tireless 
operation. It gives PRINTED PROOF when you multiply: 


~ Z 
WHO USES THE FASTEST 10-KEY 
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all factors show on the tape—multiplier, multiplicand, 
product. Fast figuring, faultless accuracy. Comptograph 
has four other new models to choose from. For a dem- 


onstration on your work, write us or look in the Yellow 
Pages for the Comptometer-Comptograph representative. 
s 8 I 


Products by COMP TOME TER™ FELT & TARRANT MFG. CO. 


1712 North Paulina St., Chicago 22, III. 


COMPTOGRAPH® «© COMPTOMETER® ¢ DICTATION MACHINE 
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job of promoting the Skotch Kooler 
in distribution circles and among 
consumers. One important PR tech- 
nique used was to send samples of 
the item to professional photog- 


raphers, television stations, and 
other places where it might be used 
as a “prop.” As a result of this, and 
because of the Skotch Kooler’s 
unique design, it has been one of 
the most widely seen products ever 
made (see illustrations), having 
been used often as a prop and in 
the setting of network television 
shows, as part of the background 
in the advertisements of scores of 
different products, in magazine and 
newspaper illustrations, and even 
in fashion photographs. 

The Skotch Kooler became so 
successful that the company has 
been able to expand successfully 
its line of products, each one promi- 
nently identified with the distinc- 
tive Scotch plaid design. 

In public relations circles, the 
Skotch Kooler story has become a 
classic example of the effectiveness 
of PR. But results similar to those 
obtained by Hamilton are not lim- 
ited to companies selling consumer 
products. When a sound and at- 
tainable goal is predetermined, sim- 
ilar results can be accomplished 
through public relations for other 
types of concerns, regardless of the 
product or service it sells. 
industrial Product Case History 

Take the case of the Worcester 
Pressed Steel Co. of Worcester, 
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Mass., a 73-year-old metal stamp- 
ing company. The decision to use 
public relations was made by the 
president at the suggestion of one 
of his company directors. 

Carter C. Higgins, president of 
Worcester Pressed Steel, admitted 
that he could not visualize exactly 
how PR was going to function in 
his behalf. He felt, simply, that pub- 
lic relations was a new management 
technique, like others he had al- 
ready introduced in his organiza- 
tion as a means of developing the 
company. He had a vague feeling 
that it could help him to establish 
a sound company reputation. 

The PR firm retained went to 
work in a number of specific areas. 
One area involved a major sales 
problem of the company. Since 
Worcester Pressed Steel is in the 
business of making metal stampings 
themselves—particularly in slack 
periods when their own plants are 
not busy—one of Worcester’s domi- 
nant problems had been to inform 
its customers of all the economies 
involved in the question of whether 
or not to “make or buy.” 

An economic consultant was re- 
tained to advise in this area and a 
comprehensive survey was con- 
ducted among leading companies 
faced with the “make or buy” deci- 
sion. The survey included some of 
Worcester Pressed Steel's own cus- 
tomers, as well as other firms. The 
result of this work was a clearly 
written appraisal setting forth a 
practical approach to the problems 
of “make or buy.” The study was 
publicized, not only in the metal 
stampings industry, but throughout 
industry, wherever “make or buy” 
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World-famous 
COMPTOMETER® 





SPEED 
WITH FLOATING TOUCH 
for quick and easy operation 





ACCURACY 
WITH 3-WAY CONTROL 
through sight, sound, touch 





QUICK ANSWERS 
WITH DIRECT ACTION 
for faster figure work 


* For a demonstration of this high- 
speed adding-calculating machine on 
your own work call the Comptometer- 
Comptograph representative. 


Products by 
COMPTOMETER 


Comptograph® - Comptometer® - Dictation Machine 


FELT & TARRANT MFG. CO. 
1712 North Paulina St., Chicago 22, til. 
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BEST WAY/TO 
HANDLE 
MAIL 

















i’ PORTABLE | 
MAILBAG HOLDER 


Speeds Handling - Lowers Costs 


EASY TO MOVE — Large, full swivel, 
hard rubber casters permit easy han- 
dling, even when loaded with 500 Ibs.! 
EASY TO UNLOAD — Swivel hooks hold 
bags open, but release with fingertip 
pressure, lowering bag to floor. NO 
LIFTING. 

EASY TO STORE — Light weight permits 
off-floor storage. Folds compactly. 
Choice of 2 or 4-bag holder. Write for 
details: 


W. A. CHARNSTROM CO. 
305 So. 5th St. Minneapolis 15, Minn. 


«Cirele 494 for more information) 
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ABOUT THE AUTHOR 


William Ruder and David Finn founded the 
public relations firm of Ruder & Finn in 1948. 
It has since grown from a two-man operation 
to one of the six largest PR firms in the country, 
with 50 people employed at the New York 
headquarters and a network of representatives 


in over 190 cities. 





was a problem. Worcester Pressed 
Steel gained a reputation as a lead- 
ing authority on this subject and 
soon people began to reason that 
if Worcester Pressed Steel was so 
much of a pioneer in this one very 
advanced area of management 
thinking, it must also be progressive 
and pioneering in the other phases 
of its activities: production tech- 
niques, quality control, general eff- 
ciency, and so on. 

In the meantime, while this par- 
ticular effort was underway, other 
PR projects were undertaken in 
other phases of the business. 

After the PR counsel had been 
working for him for two years, 
President Higgins decided to assess 
the value of his public relations pro- 
gram. He told the PR firm that he 
wanted them to take a good, hard 
look at the work they had done, 
and to find objective standards 
against which their work could be 
evaluated. He wanted to make a 
decision as to whether or not the 


| program should continue, but this 
_ time it would have to be a carefully 


reasoned decision, rather than an 
intuitive one. Lacking a well-de- 
fined goal originally, it was impos- 
sible for him to evaluate what had 
been accomplished. 

A thorough analysis was made, 
supplemented by several surveys, 
including surveys among the com- 


| pany’s management and among the 


editors with whom the PR firm had 
dealt in carrying out the Worcester 
Pressed Steel program. Finally, a 
complete report® was submitted to 
the president. 

A top level meeting was held to 
discuss the PR firm’s analysis and 
recommendations. Out of the meet- 
ing came the realization that the 
company had been fortunate, for its 
public relations program had suc- 








* A copy of this report, which shows 
how a comprehensive appraisal of a 
PR program can be made, may be ob- 
tained by writing to the authors, care 
of Management Methods. 


ceeded despite the lack of a clearly 
defined preliminary goal. During 
the first year of the program, in 
fact, company sales had increased 
approximately 27%, and the second 


- year saw an increase of a similar 


proportion. Public relations was 
clearly one of several factors which 
had contributed to the sales in- 
crease. The public relations pro- 
gram had succeeded, however, only 
because the company president had 
taken a personal lead in guiding 
and cooperating with the counsel- 
ling organization. Now the presi- 
dent wanted to set a framework and 
goal for the program so that he 
would not have to devote his time 
personally to directing the efforts. 

A specific purpose for Worcester 
Pressed Steel’s public relations was 
set. The surveys had shown that 
the public still considered the com- 
pany to be somewhat of an old- 
fashioned firm, instead of the effi- 
cient and alert type of organization 
it had become. The long-range goal 
then assigned to the public rela- 
tions program was to concentrate 
on the job of changing the public’s 
“image” of the company. 

In view of this established goal, 
the “make or buy” program took on 
new significance. The method se- 
lected for changing the public's 
image of the company was to con- 
tinue with the “make or buy” pro- 
gram and, in addition, to undertake 
projects of a similar nature, such as 
handling specific research projects 
for customers and publicizing this 
research service. All such undertak- 
ings would be aimed at the single 
primary purpose of establishing the 
company’s reputation more and 
more firmly as a dynamic, imagina- 
tive, scientifically managed firm. 


Setting your Own PR Goal 


What kind of long-range objec- 
tives should you set for your own 
public relations program? Each 
company’s public relations needs 
are different. As a guide, however, 
here are four prototype, long-range 
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perspectives with which a public 
relations program can _ properly 
start. They are supplemented with 
actual case examples of how they 
have been properly or improperly 


applied. These prototypes may help | 


you determine your own objectives. 

1. The desire to project a speci- 
fic image of the company. 

John W. Rollins & Associates, of 
Rehoboth, Del., was a new com- 
pany, barely three years old when 
it started its public relations pro- 
gram. It had mushroomed almost 
overnight into a series of unrelated 
enterprises, including automobile 
fleet leasing, radio station owner- 
ship, automobile dealership, and 
electronic parts manufacturing. It 
needed to become known as an en- 
terprise with a point of view that 
would be consistent for all the en- 
terprises—a company with a specific 





goal despite its diversity. The pub- | 


lic relations program was to help 
build such an image. 


When the company undertook |— 


the PR program, however, Mr. Rol- 
lins, the head of the company, did 


not apply this long-range perspec- | 


tive. Instead, his sole purpose was 
to obtain inquiries for the com- 
pany’s fleet leasing service. He felt 
he could obtain better inquiries 
cheaper through public relations 
than through advertising. The pub- 
lic relations firm that he retained 
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Money, Prevents Errors 


* Simple to operate—Type or Write on Cards, 
Snap in Grooves 


< Ideal for Production, 
Scheduling, Sales, Etc. 


* Made of Metal Compact and Attractive. 
Over 100,000 in Use 


Full price $4950 with cards 
FREE 24-PAGE BOOKLET NO. M-200 


Traffic, Inventory, 








Without Obligation 





Write for Your Copy Today 


GRAPHIC SYSTEMS 


| 55 West 42nd Street © New York 36, N. Y. 


indicated doubt that this could be | 


accomplished, but agreed to try. 
After a year of extensive public 
relations effort, a reasonable num- 
ber of inquiries had been obtained 
and the president was satisfied. But, 


once this short-range program had 


ended, he became aware that the 
inquiries he had received were 
really only a secondary benefit from 
the public relations effort. The real 
benefit, he realized, was that even 
a short-range PR effort had begun 
to build a consistent image of his 
company. 

The one image which had begun 
to permeate all of the company’s 
operations was a very aggressive 
concept of salesmanship, which Mr. 
Rollins had developed himself. His 
was a down-to-earth point of view, 
based on the simple premise that 
“if you knock on enough doors you 
can always make a sale.” This ap- 
proach had become the core of a 
unique program which included 
profit sharing, stock participation, 
and other enlightened management 





practices, all of which had a good | 
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PLAIN OR PRINTED TO 
FIT YOUR SPECIAL NEEDS 


Smith r. 


PROJECTING SIGNALS \ 
Quality—Size 
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Save time and work by flagging vital 
information with easy-to-use Smith 
Signals on original records... Larger 
sizes enable you to apply signals to 
double top folders, pressboard items as 
well as cards or letter paper. 








Smith Signals are sturdier, last longer. 
Made of hard tempered steel, the jaws 
have stronger grip. 
Available in Y%" to 2” widths. Choice 
of 12 plain colors or printed alphabet- 
ically, by numbers, months or states. 
Special imprinting available. 

See your office supply dealer 


or write 


SMITH, INC. 


NEBRAS 
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For more than 50 years, a complete line 
of time-saving signals and indexes 
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When Viking wants 
to influence builders 


IT USES 


Plastallions 


TO MAKE 
AN IMPRESSION 


Viking Sprinkler needed a per- 
manent reminder of their prod- 
uct for the men who specify it 
in building. Solution: they em- 
bedded a true miniature of a 
Viking Sprinkler in a handsome, 
clear-plastic keytag and distrib- 
‘uted it through their field offices. 
The man at the drafting board 
received a keytag. The architect, 
himself, got a similar desktop 
paperweight. 

Reminder: Plastallions make im- 
pressive long-lived gifts for any 
business purpose. 
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FREE: 


Send for our free 30-page cat- 
alog illustrating a variety of 
personalized Plastallions — 
paperweights, keytags, pen- 
sets, etc. — with prices in 
any quantity. 


CREATIVE PLASTICS CORP. 


Stony Brook, 
Long Island, New York 
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LETTER-PERFECT! 





Here’s how to assure fast mail 
service that’s correct to the letter! 
It’s all explained in CORBIN’S 
illustrated catalog “Mail Handling 
and Collating Equipment”. 


Everything you'll need is 
covered, including a complete line 
of CORBIN work tables, sorting 
tables, key cabinets, storage 
cabinets, and bulletin boards. 

And everything is designed to do 
the job with post office efficiency... 
without waste motion or congestion. 


What’s more you save handling 
costs by buying direct from the 
CORBIN factory. And you get 
fine wood construction that gives, 
not years, but generations of 
troublefree service. 


Mail coupon for 


free, illustrated 
Catalog. 
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deal to do with the remarkable suc- 
cess of the company. 

Seeing the value of having this 
image projected to the public, Mr. 
Rollins again retained the PR firm, 
this time for a long-range, continu- 
ing program. Now, with a firmly 
established goal, excellent results 
are being achieved through a co- 
ordination of such means as articles 
in sales magazines, speeches before 
sales executives clubs, portrait sto- 
ries of the company president in 
business media, and many others. 

2. The desire to change _ the 
image of a company. 

Typical of this is the case of the 
Babcock Co. (fictitious name) of 
Detroit. This company was a “post- 
war” baby, having sprung into ex- 
istence in the late °40’s with a 
rather specialized product, machine 
mounts, that had been developed as 
a result of wartime research. For 
the first five years of existence, the 
company lived on government con- 
tracts. During that time, however, 
a number of civilian uses for the 
product were discovered. But this 
was a market that had to be built 
up from the ground. To accomplish 
this, the company had to take dra- 
matic steps to get away from its 
reputation of being primarily, if 
not exclusively, in the defense con- 
tract business—and had to do this 
without jeopardizing its position in 
relation to government contracts. 
This was a delicate problem, but 
one which could be handled 
through very clearly orientated 
public relations activity. 

A PR program was deveioped, 
based on two considerations. First, 
it was realized that the most effec- 
tive way of communicating the civi- 
lian uses of the machine mount 
would be to publicize, as widely 
as possible, any case histories illus- 
trating the uses. But—there were no 
case histories. Secondly, it was real- 
ized that it would be important to 
communicate specifically with top 
management and top technicians, 
so that they would recognize the 
unique potential in this kind of 
mount. Ordinarily trade announce- 
ments would not accomplish this: 
something exciting and really news- 
worthy had to be constructed to do 
the job. 

Both problems were solved in 
one plan. A dramatic demonstration 
was staged to emphasize the civil- 
ian uses of the machine mount. 
This event took the form of an ac- 
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quality jewelry products are 
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PAYCHECK ‘‘OUTLOOK’”’ 
ENVELOPES 


Eliminate Time and Expense of Ad- 
dressing, als~* chances for Errors. 
Paycheck “Outlook” Envelopes are 
absolutely opaque. 
Essential when 
wages are paid by 
check. Nothing 
shows but the em- 
ployee’s name. This 
improves personnel 
relations. 





Send for Samples 
and Prices Today 
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FAVE VALET 


Sold thru “~”™* 
Office Dealers 


Standard in offices, stores, 
factories, schools, clubs, 
churches, restaurants 

wherever people gather. 
Widely and continuously 
advertised. These modern 
efficient units offer unlim- 
ited opportunity for sales 
and profits to dealers who 
display, demonstrate and 
catalog them. 
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Many office machines use marginal pre- 
punched forms. And the records you make 
with this modern efficiency system are 
valuable. How do you file them? 

The best way is to bind them in Acco 
Pin Prong Binders equipped with special 
narrow prongs to accommodate the small 
holes in the record sheets. Your records 





will then be safely bound for temporary or 
permanent filing — always in order, always 
neat, always available. 

Acco Pin Prong “9000” line of Binders 


come in many sizes and are available in 
your choice of genuine pressboard (5 
colors) or heavy binder board covered 
with canvas or black pebble grain cloth. 
Your stationer will supply you. Ask him. 


ACCO PRODUCTS, Ine. 
Ogdensburg, N. Y. 


In Canada: Acco Canadian Co., Ltd., Toronto 
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tual “race” of heavy machinery 
across the floor of a factory, show- 
ing how the new mount gave the 
machines greater mobility. Since 
this greater mobility had a great 
deal of significance for Civil De- 
fense, top officials from Washing- 
ton were invited to be present at 
the demonstration, in addition to 
press representatives. 

The demonstration turned out to 
be first-rate news for scores of busi- 
ness, industrial, and even consumer 
publications. It brought the desired 
concept directly to the eyes of the 
desired management and technical 
people. It provided a talking point 
for many months, around which the 
public relations counsel was able to 
develop a broad range of articles. 

8. The desire to cope with the 
threatened product obsolescence 
resulting from changing social atti- 
tudes or competitive product devel- 
opment. 

This is a “rear guard” action 
which companies, and often entire 
industries, turn to public relations 
to help solve. There are scores of 
examples of this type of activity— 
and most of them illustrate failure 
if they have depended on public 
relations by itself to turn back the 
tide. You can’t make a silk purse of 
a sow’s ear with PR. If a social 
attitude has changed, or a competi- 
tor has introduced a better product, 
nothing in the world can make the 
public retrogress. A wise manage- 
ment takes stock of the situation. 
and “either finds entirely new uses 
for his products, or alters its prod- 
uct so that it can serve a new func- 
tion in line with the new condition 
which has developed. When it has 
done this, it can then launch a pub- 
lic relations program as a means of 
bringing the public to realize that 
the company now has a new face. 

One of the best illustrations of 





this kind of problem can be found | 
in the history of the comic book in- | 
dustry during the past several | 


years. 
with a steady decline in sales due 
to the growing popularity of tele- 


vision, plus some social criticism of | 
the subiect matter of comic books. | 


The industry decided to launch a 
broad scale public relations pro- 
gram. The program was decidedly 
a “rear guard” action to offset the 
declining sales curve. 

A tremendous amount of effort 
was put into the program, which on 
the surface seemed to be achieving 


Comic books were faced | 
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Now 
available— 
our Manual of Re- 
cord Storage Practice 
with Retention Periods for 
general business and banks. It 
tells a simplified story of record 
procedure and an easy-to-do 
storage plan for inactive records. 
A VALUABLE GUIDE FOR 
EVERY BUSINESS. For your 
FREE copy, clip this ad to your 
letter-head and mail to: 


BANKERS BOX CO., Dept. MM-9 
720 S. Dearborn St., Chicago 5, Illinois 
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THE LOWEST COST, 
MOST EFFICIENT 
SYSTEM FOR FILING 
ACTIVE RECORDS 


The ‘“‘Verti-File’’ open shelf filing 
system couples the economy of a low 
capital investment with=high speed 
filing efficiency. This system is most 
suitable for new installations, but if 
you are adding to your present filing 
set-up, it is easily adaptable to all 
filing methods. 


Why not have our literature and 
prices in front of you? 
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a good deal of success. However, 
the one fatal error was that the in- 
dustry depended too heavily on 
public relations to turn back the 
tide of opinion against comic books, 
and sales continued to drop. It was 
not until a number of the publish- 
ers began to re-examine the product 
itself that a new and constructive 
market was discovered—industrial 
and educational comic books to be 
used by business concerns, govern- 
ment agencies, institutions, etc. 

One particular publisher under- 
took a public relations program de- 
signed to highlight this positive 
new approach for his product, and 
this program, with an entirely new 
goal based on a completely differ- 
ent orientation of the product itself, 
met with real success. Now many 
other publishers are beginning to 
follow suit, and the industry has an 
opportunity for redevelopment. A 
new public relations program by 
the entire industry, at this time, 
aimed at developing this market, 
would have much more opportunity 
for success than the “rear guard” 
program originally undertaken. 

4. The desire to develop a sus- 
tained interest in a product whose 
overnight success threatens to make 
it only a “passing fad.” 

This has been a particular con- 
cern of new plastic and synthetic 
products. An interesting example is 
that of Tupperware Home Parties 
Inc. of Orlando, Fla., distributors 
of a new polyethylene line of con- 
tainers for refrigerators and freezer 
storage. The product was superb— 
so much that the company mush- 
roomed into nearly $40 million vol- 
ume in its fourth year. Looking far 
ahead, the company management 
was concerned lest its customers 
would come to think that the newer 
additions to its line—polyethylene 
dishes, tumblers, and other table 
accessories—would not be consid- 
ered permanent additions to the 
home. Its public relations program 
sought to identify the use of poly- 
ethylene for dishes with the historic 
development of man-made utensils 
through the ages. It collected a 
unique museum of dishes, spon- 
sored a nation-wide art competition 
for paintings by young artists on 
home life in America. and planned 
its headquarters buildings and 
properties in Orlando on such a 
bold and imaginative scale as to 
become a landmark for the whole 
state of Florida. 





You have PR now 


All companies, of course, large 
or small, are unconsciously under- 
taking public relations efforts of 
one sort or another. If you are not 
sure just what your company is 
doing that might be considered a 
public relations effort, think of your 
firm in terms of its public image. 
What kind of company is yours 
generally thought to be—by your 
banker, your suppliers, your cus- 
tomers, your customers’ customers, 
your employees? Can you weave 
all these impressions together into 
some kind of abstraction and get a 
broad picture of what the company 
looks like? 

Now consider how this person- 
ality has been created. What basic 
management policies do you have; 
what public statements have you 
and your key executives made; 
what “company personality” has 
emerged over the years of doing 
business; what is your general repu- 
tation, your profile? 

Whatever the answers are, they 
go beyond the day-to-day business 
of producing and selling vour cur- 
rent line of merchandise. Thev rep- 
resent the present state of your 
company’s public relations. m/m 
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in office furnishing 
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PLASTIC CHAIR MAT 


ever designed 
If your chair mat is shabby, needs paint, looks seedy, 
beautify your office with a gleaming Driftwood Gray 
or rich Walnut wood-grain plastic Maso-Mat. Low 
cost, smooth, not slippery, won't creep or warp, resists 


burns and alcohol, thick, non-warp. 
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Appearance Design by Maurice Libson 


First truly portable dictating instrument 
gets work done while you're on the move 


Don’t let its small size fool you. You’re looking at =‘ your car, with available converter. Smart in design, 
a full-power dictating instrument. it’s sturdy, too— built to take the knocks of travel. 

A marvel of electronic engineering, this new 6 lb. Most important, this new SoundScriber 200” is 
SoundScriber “‘200” is so compact you can tuck it —_a full partner to all existing SoundScriber installa- 
in your brief case, wear it like a camera, lock it in tions. Records at 33144 RPM to bring you the 


the glove compartment of your car. extra advantage of “‘voice correspondence” through 
You'll be amazed at its operating ease, its clear home phonographs. 
recording, brilliant playback. You'll welcome the For full information, call your local SoundScriber 


convenience of its full 15-minute, self-indexing office. Or tear out our ‘‘200’’ emblem shown above in 
green discs. The handy discs you mail in ordinary _ this ad, attach to your business letterhead and mail 
, hotel envelopes for 3 cents. with your name to: The SoundScriber Corporation, 
. Its power supply: any 110-volt AC outlet. Or,in Dept. M-9, New Haven 9, Conn. 
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( Advertisement ) 


Home Study Course 
In Programming 
Business Computers 


A home study course, the first and only 
one of its type, is being offered by 
Business Electronics Inc. Designed for 
people without technical training or 
experience, it is based on a similar 
course members of the firm developed 
and are teaching at a large University. 
Students are taught to develop and pro- 
gram electronic systems for business 
problems such as Payroll, Accounts Re- 
ceivable, Inventory Control, etc. for a 
theoretical electronic computer called 
BEC. 

BEC was designed for instructional pur- 
poses and includes the best elements of 
commercially available computers. The 
knowledge the student gains from BEC 
can be applied to any computer. “Pro- 
gramming for Business Computers” pro- 
vides an opportunity for the student to 
study at home at his own convenience 
for only a few cents a day. 

Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational Divi- 
sion, P.O. Box 3330 Rincon Annex, San 
Francisco, Calif. 
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Elbe features 
America’s most complete line of 


LOOSE-LEAF BINDERS 
FOR MARGINAL PUNCHED FORMS! 


Write for FREE BOOKLET 
No. 209 A on Binders 
for Marginal Punched Forms! 


EB fy ~ya 
ELBE FILE & BINDER CO., INC. 
Binders & Sales Aids for Every Business Need 
FALL RIVER, MASS. 
G. New York Showroom: 411-4th Ave. 
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Electronic checks save 
$2,000,000 
Paper checks which have been 
in use in the smaller Govern- 
ment offices to pay salaries and 
miscellaneous office expenses 


will be replaced by buff- 
colored punch cards. 
The Treasury sends out 


about 30,000,000 checks of this 
type each year. By switching 
the paper checks to punch 
cards, and thus to electronic 
processing, the Treasury fig- 
ures it will save more than 
$2,000,000 a year. 


(5) 


Automatic stock quotations 


The Toronto Stock Exchange 
is the first stock and commodity 
market to be electronically 
“automated.” The new system, 
designed and built by Tele- 
register Corp., provides bro- 
kerage offices with a display 








panel which instantaneously 
and automatically displays lat- 
est bid and asked prices on any 
50 stocks the broker may se- 
lect. As each quotation is re- 
corded from the Exchange 
floor, an Exchange operator 
punches it up on a keyboard 
which transfers the price to a 
rotating magnetic drum or 
“memory” device which is lo- 
cated in the Exchange build- 
ing. This device automatically 
sends the prices out by direct 


WORTH 
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REPEATING 
wires to all subscribers’ of- 
fices, and at the same time they 
instantaneously appear on the 
display panels, 
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Machine Time Register 


A new precision instrument is 
specifically designed for use on 
all types of electric business 
machines to pin-point the total 
job time. These instruments are 
usually used on rented equip- 
ment such as tabulating or 
computing equipment. They 
are accurate record keepers, 
and help management decide 
whether they have too much 
equipment or not enough. 

For more details, circle num- 
ber 539 on the Reader Service 
Card. 
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““Scientific-minded” 
computer 


The South's largest concentra- 
tion of industrial electronic 
“brains” is now in operation at 
the Georgia Divi ‘on of Lock- 
heed Aircraft Corporation to 
speed development of nuclear 
powered and other aircraft de- 
signs. A “scientifically minded 
computer” (IBM 704) will be 
used in engineering computa- 
tions and a “business minded 
computer” (IBM 705) in tack- 
ling processing jobs such as 
payrolls, parts listing, accounts 
payable, inventory control, and 
production control. 

The machine will compute 
the Lockheed payroll for 18,000 
employees, making all neces- 
sary deductions individually, 
all overtime, time, rates, and 
salaries in 45 minutes. In ad- 
dition to payrolls, it will be 
used for vendor payments, dis- 
bursement of material and an- 
alysis of engineering require- 
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Like a quick, easy way 
to save *375°° every month? 


All this manufacturer did was employ Mod- 
ern Duplicating to produce his Sales Order- 
Invoice paperwork and shipping labels. This 
called for some 10 to 25 copies—too many 
for one typing or writing, let alone the many 
chances for mistakes always present when 
information is copied several times. 

Today, an Azograph master is made auto- 
matically when the original Sales Order is 
written. Al! the required copies, even those 
with additions or deletions, plus the labels, 
are made in a matter of seconds for just 
a few cents. 

The $375.00 a month saving came from 


time saved and personnel freed for more 
productive work. And, along with the 
savings, came the welcome Azograph clean- 
liness—stain-free, smudge-free, smear-free 
duplicating. 


For more information, call your A. B. Dick 
Company distributor. You’ll find his name 
listed under Duplicating Machines in the 
classified section of your phone book. Or 
write A. B. Dick Company, 5700 Touhy 
Avenue, Chicago 31, Illinois. In Canada: 
A. B. Dick Company of Canada, Ltd., 
Toronto, Ontario, Canada. 
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Watch This Desk Grow! 


Correlation” 
gives you extra 
working space, just 
as you need it. 





This space-saver 
may be perfect for you now... 







... but when you need 
more work area, you 
can add to it in minutes... 


... and if you need more 
cabinet and shelf space, you can 
quickly convert to this arrangement. 


| pees a desk that actually keeps pace with your growing needs 
for office work space! That’s ‘‘Correlation’’ by Steel Age, the ex- 
citing new desk line that eliminates the expense of a completely 
new investment each time you need additional desk space. 

In a matter of minutes you can add correlated pedestals, tops, 
book shelf units or cabinet units to basic desks. And you can 
establish dozens of types and sizes of work stations which will save 
floor space and increase employee efficiency. 

Correlation offers you the most advanced design innovation in 
the history of fine office furniture creation by Steel Age, yet these 
new-concept desks actually cost less than most conventional desks. 
Want more information? Mail the coupon below for a copy of the 
full-color, descriptive brochure and see your Steel Age dealer soon 
for an actual demonstration. 


SjeetiAge 


“The Quality Choice 


Corry-Jamestown 
Mfg. Corp. 
Dept. C-3, Corry, Pa. 


Please send me a free copy of your “Correlation” 
Desk Brochure. 














of Modern Offices” Name 
Branch Offices: Company 
_ Atlanta * Boston * Chicago Street 
Dallas « Detroit « New York City__ ‘1 See 





Oakland + Philadelphia + Seattle Eh seh ee LR Sah, 
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ments and tabulating shop 
orders. 

One machine on order will 
enable engineers and scientists 
to evaluate complicated mathe- 
matical and chemical formulas 
in a matter of minutes, instead 
of days. Where it formerly took 
about 1,000 hours to feed cer- 
tain information, the same facts 
can now be obtained in a half 
hour. This shortened time en- 
ables management to make 
faster and more accurate de- 
cisions as to redistribution of 
manpower when a contract is 
beginning or ending. 


Tape and card housing 


A new method of housing and 
indexing strips of perforated 
paper tape and edge punched 
cards saves time in common- 
language data-processing op- 
erations. The method is a 
simple adaptation of a visible- 
record system. Its advantages 
include compactness, visibility, 
and quick reference. 

The standard size card 























pocket can accommodate both 
five- and eight-channel tape. 
The tape is fitted into a hold- 
ing card in the pocket, and the 
information coded in the tape 
is printed on the body of the 
holding card for identification 
purposes. Several folds of tape 
can be comfortably housed, 
and as many as three separate 
tapes may be stored in the 
same pocket. When _ edge- 
punched cards are used, they 
can be inserted into the pocket 
either vertically or horizon- 
tally, depending on their size. 
The edge-punched card pro- 
vides its own space for identi- 
fying information, and _post- 
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Underwood Sundstrand gives you complete 
high-speed, low-cost accounting on one machine! 
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Here’s a low-cost machine that handles 
all your accounting. Underwood Sund- 
strand, with its 10-key touch-operated 
keyboard, gives you accurate, up-to-the- 
minute accounting control because it per- 
forms so many functions automatically! 

When applied to your business, Under- 
wood Sundstrand will speed your record- 
keeping. ..put an end to costly errors. .. 
do away with overtime... and lower ac- 
counting costs. Result: real savings in 
time and money! For full information, 
call your nearby Underwood Office or 
write Underwood Corporation, One Park 
Avenue, New York 16, N. Y. 


Underwood Sundstrand’s famous keyboard with only 10 numeral keys 
is easy to learn, eliminates “headswing” fatigue. Operators turn out 
work faster and with greater accuracy. 


UNDERWOOD 
° LoS 
©s gus’ 





UNDERWOOD 


ONE PARK AVENUE, NEW YORK 16, N.Y. 


(Circle 474 for more information) 
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ings may be made right on the 
body of the card itself. 

For more details, circle num- 
ber 538 on the Reader Service 
Card. 
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Billing Automation 


Industrial Distributors, Inc., a 
mill supply distributor which 
stocks approximately 3,500 
items, recently placed a new ac- 
counting machine in operation 
which brings automation to the 
handling of billing operations. 





WN bh 70113 can do 
NOW PROFESSIONAL QUALITY 


PLASTIC BINDING! 





with these HAND-OPERATED 


PLASTICO 


PUNCHING & BINDING UNITS 









Model 24 
Punching Unit 


Precision-punches pages fast and easy 
with powerful SHEARING ACTION! 





Imagine 


being able to produce genuine PLASTICO-bound booklets, 
catalogs, etc. — right in your own office! Single copies. . . 
dozens ... hundreds — these two handy machines will give 
your literature extra prestige and selling power by adding 
colorful PLASTICO Bindings. Rugged, compact, and easy to 
use, PLASTICO hand-operated units are “at home” in every 





The versatile IBM 858 Carda- 
type reduces paper work tasks 
to a minimum by automatically 
typing different office docu- 
ments at the same time. 
Supplementing its billing op- 
eration, they are also using 
their new machine for prepar- 
ing inventory sales data. The 
machine does away with waste- 
ful copying, and the entire set 
of related forms needed are 
produced simultaneously by 
one operator in less time than 
was previously required. The 
basic machine has three units: 
an electric typewriter, an auxil- 





Just insert cover and pages 
- pull lever . . it’s PLASTICO-BOUND! 


office cr business — pay for themselves in savings of time and 


binding costs. 


FRE Colorful 8-page booklet tells you how to get more out of your printed literature. 


Fill out and mail this coupon TODAY! 


& PLASTIC BINDING CORPORATION 


Originators of Plastic Binding in America 


732 Sherman St., Chicago 5, Ill 







15 West 24th St., New York 10, N. Y 





PLASTIC BINDING CORPORATION : : 
Dept. MM 732 Sherman St., Chicago, 5 Illinois 2 


Please rush FREE BOOKLET giving me full information about 
the new PLASTICO Hand-Operated Punching and Binding 
Units for office use. 


Title 














FREE” ae 
BOOKLET | ,,, 


Zone — State 





(Circle 461 for more 


information) 











iary numerical keyboard, and a 
control unit used in reading 
punched cards and automati- 
cally controlling the entire op- 
eration according to a preset 
program. 

Another outstanding feature 
of the machine is an automatic 
computing unit. Three more 
connected, unattended type- 
writers may be installed for the 
production of related forms, 
and card punching or tape 
punching units; and a second 
auxiliary keyboard may also be 
added. 

For more details, circle num- 
ber 537 on the Reader Service 
Card. 


Electronics bibliography 


A newly published _bibliog- 
raphy entitled, Automation and 
Electronics; A Guide to Com- 
pany Experience is a guide to 
case studies in the factory and 
office. It is a resource of ideas 
and practices in automation 
which have worked success- 
fully in other companies. 

More than 200 articles in 
books, conference proceedings, 
and important periodicals in 
the fields of automation, elec- 
tronics, and general manage- 
ment are listed. The price of 
this booklet is $1.00 and _ is 
available from Management 


Research Service, 1342-M 
Cherry Street, Kalamazoo, 


Michigan. 





Facsimile cuts phone bills 


In replanning their communi- 
cation system for their 36 loca- 
tions throughout Great Britain, 
the Metal Box Company Ltd. 
installed a network of facsimile 
machines. Now written mes- 
sages are sent, and answers re- 
ceived, within an hour. Long, 
costly telephone tieups are 
eliminated. Three systems of 
facsimile and teleprinter cir- 
cuits are integrated to econo- 
mize and speed company com- 
munications. 

BUSINESS, British Journal of 
Management, July 1956. 
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The continuing leadership of these truly great Companies is a tribute to sound, farsighted management. 
Today in their offices automation for figures is at work. Throughout the country, large and small businesses 

are using Monro-Matic Desk Calculating Machines. 

With the Monro-Matic Duplex Calculator, figure-work time, costs and effort are measurably reduced. It gives 
answers to several problems simultaneously. It actually adds as it multiplies, adds as it divides, and by storing 


individual answers automatically 


eliminates the time-consuming 
addition or subtraction of See the MAN from MON R O EE 


results when the final answer for CALCULATING 
is needed. For new figuring speed and accuracy write or telephone your local ADDING 
office of Monroe Calculating Machine Company, Inc. ACCOUNTING 
: DATA PROCESSING 
General Offices: Orange, New Jersey. Offices throughout the world. MACHINES 
(Circle 447 for more information) 
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Security Steel VERSA-LINE is the answer 
to the high cost of office space and the 
demands for increased office efficiency. 


Security Versa-Line converts unused 
office space into productive work areas. 

It makes possible an unlimited number of 
arrangements—custom-made for every 
office requirement. It is mobile, 

flexible and adaptable. 


These units are ready to serve you—to help 
make your office more efficient and 
productive. They come ina range of 

colors to match or blend with 

any decorative scheme. 


For your free copy of the new Security Steel 
Versa-Line Catalog, fill out and 
return this coupon. 





i 


SECURITY STEEL EQUIPMENT CORPORATION 
AVENEL, NEW JERSEY 











FOR EFFICIENT...WORK PRODUCTIVE OFFICE AREAS 
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GROUP “K” 


SECURITY STEEL EQUIPMENT CORPORATION 
515 Middlesex Road, Avenel, New Jersey 


Please send me the free Security Versa-Line Catalog No. 456. 
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” offices. neti are desig to demonstrate 
ined, p< arama quarters improve both employee 
) productivity and morale. 
criteria were applied in selecting winners in 


space layout, workability, human relations factors, 
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BEST INTEGRATED GENERAL OFFICES 
WINNER: 

City and Suburban Homes Inc. 

New York, N.Y. 

Designed by Emily Malino, these offi- 
ces are a prototype for the best in 


logical planning and functional, hand- 
some decor. 


HONORABLE MENTION: 
Bond and Starr, Inc. 
Pittsburgh, Pennsylvania 


BEST GENERAL OFFICES 
—Suburban Location 
WINNER: 


The Wakefield Company 
Vermilion, Ohio 


Designed by Architects Outcalt-Guen- 
ther and Associates, Wakefield’s Gen- 
eral Office Building typifies the re- 
markable flexibility of interior spaces 
made possible by proper use of mod- 
ern building materials and equipment. 


HONORABLE MENTION: 
Ohio Valley Electric Corporation 
Chillicothe, Ohio 


BEST EXECUTIVE OFFICE OR SUITE 
WINNER: 

Herbert Charles & Company, Inc. 
New York, N. Y. 


Designed by Michael Saphier Assoc:- 
ates, Inc., these offices are a frank 
expression of highly-styled interiors 
that are intended for high-level cus- 
tomer traffic. 


HONORABLE MENTION: 


Simmons Company 
New York, N.Y. 


Designer: Designs for Business, Inc. 


BEST EMPLOYEE LUNCH/LOUNGE AREA 
WINNER: 

Wisconsin Electric Power Company 
Milwaukee 1, Wisconsin 


This unique entry—actually an em- 
ployees’ “club”’—epitomizes a “best 


place to work” and is an excellent 
example of good planning and good 
business. 


BEST BOARD OR CONFERENCE ROOM 
WINNER: 


The Texas Company 


New York, N.Y. 


CO-WINNER: 
Uris Brothers 


New York, N.Y. 


This dual selection covers two fine 
solutions to diverse problems. Texaco’s 
Stockholders Meeting Room (designer: 
J. Gordon Carr, Architect) is a multi- 
purpose area. The Uris Board Room 
(designer: Gerstel Associates, Inc.) is 
primarily for executive conference. 


BEST RECEPTION ROOM 
WINNER: 


City and Suburban Homes Inc. 


New York, N.Y. 


Drawn from the winner in the Best 
Integrated Offices category, this re- 
ception area exemplifies the gracious 
and judicious use of relatively small 
space for this important “public rela- 
tions” area. 





BEST “SPECIAL SITUATION’’ SOLUTION 
WINNER: 
Coro, Ine. 

New York, N.Y. 

Conceived by Designs for Business, 
Inc., the Coro offices are a superb ex- | 


ample of a combined showroom and 
business work center. 


BEST CLERICAL WORK CENTER 
WINNER: 


Lutheran Brotherhood 
Minneapolis, Minn. 


Designed by Paul J. Ocken and Asso- 
ciates, these insurance company offi- 
ces are a straight-forward but imagi- 
native answer to effective working 
space in an operation that calls for a 
heavy flow of paperwork. | 
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This large secretarial office is adjacent to and serves the Executive Suite. 


me City and Subur- 
ban Homes is a real estate owner- 
ship and management firm. It em- 
ployes a high type of personnel and 
receives in its offices a higher-than- 
average type of customer.. In 
slightly more than 4,000 square 
feet, the designer has concentrated 
most of the esser.tial functions per- 
formed by a business of much 
greater size. Moreover, thanks to 
proper scaling of furniture and 
good arrangements, no feeling of 
crowding is evident. 


Reception Room 

In this small room (#1 on Plan), 
a combination switchboard opera- 
tor-receptionist controls a spacious 















best integrated 
general offices 


SMALLER COMPANY 


City and Suburban Homes, Inc. 
New York, N. Y. 


DESIGNER 
Emily Malino 


Number of employees: 26 


seating area for visitors. While the 
square footage of the area is only 
148 feet, the designer—through ef- 
fective coordination of color, sculp- 
ture, and furniture—has created a 
gracious entry that is, simply, the 
portals to the more important busi- 
ness areas. 

This reception room was also a 
winner in the “Best Reception 
Room” category (see page 102). 


Executive Secretarial Area 


The architect (Edward Larrabee 
Barnes) provided one large room 
(#2 on Plan) in which secretaries of 
office executives could share the 
light of one window wall. The de- 
signer carried this out in the furni- 








RECEPTION ROOM 


Only 148 square feet, this room also won 
first prize in the 

“Best Reception Room” category. 
Receptionist’s desk is shown 

on plan below. 
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ture layout, providing a workflow 
arrangement that places each secre- 
tary nearest her employer's office 
and simultaneously accessible to 
the filing system, which is shared by 
all executives. Custom-designed 
filing cabinets and a continuous 
wall of work tables makes this sec- 
retarial section function smoothly. 
Air conditioning and acoustical ceil- 
ings throughout, plus carpeting, 
create a quiet pleasant atmosphere 
in which to work. 


The Executive Suite 


This ingeniously designed, though 
relatively small, area combines the 
office of the President, the Chair- 
man of the Executive Committee, 
and a spacious conference room 
accessible to both. The actual office 
provided for the Chairman is small 
(#4 on Plan). But, by providing a 
folding wall between it and the 
conference area, he has the effect 
of handsome L-shaped room (#5 on 
Plan). A round conference table is 
designed for the frequent small con- 


ferences held in the course of the 
business of the firm. In both this 
office and the president's, an execu- 
tive telephone loud speaker system 
has been installed. Recessed incan- 
descent downlites, combined with 
fluorescent cove wall lighting, make 
a uniformly lighted room. The wall 
nearest the conference table has a 
tack board installed above custom 
cabinets. Colors in the conference 
room and office are low-keyed 
beiges and greens. 

The president's office is clearly 
organized for work (#7 on Plan). 
The U-shaped desk and storage 
combination provides the most eco- 
nomical use of available space. 
Comfortable chairs for callers can 
easily be brought forward to the 
desk. The combination of acousti- 
cal ceilings, wall-to-wall carpeting, 
and draperies, assures a maximum 
of sound conditioning. A door to 
the conference room provides easy 
accessibility, or privacy when 
required. The president's door is 
“guarded” by a second receptionist 


PRESIDENT’S OFFICE 


Simple and uncluttered, this area provides the occupant with an unusual amount 
of desk top space. Although simple in design and furnishing, it is obviously 



































the office of a top management man. 
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CONFERENCE ROOM. Folding wood wall divides conference room and executive office. 
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who services two small private 
offices beyond it (#8 on Plan). 
Comfortable seating is provided for 
visitors at this point after they are 
admitted from the general recep- 
tion room. 


Multi-occupancy Interior Office 


This small interior office, origi- 
nally designed for a special de- 
partment for the firm, has been 
divided into three smaller offices by 
the use of sliding glass walls (#6 
on Plan). In each case, one panel 
of obscure glass and one of trans- 
parent provides privacy for the oc- 
cupants of each office when and 
where it is desired, yet does not dis- 
turb the feeling of free-flowing 
space of the whole area. Use of 
light and bright colors permits 
three people to use only 357 square 
feet efficiently and comfortably. 

It is interesting to note that vir- 
tually all visitor traffic can be effi- 
ciently controlled from the large 
secretarial bay. As mentioned 


SMALL INTERIOR OFFICE 


This area, provided for 
special department of firm, 
divides into three smaller 
offices by the use of 
sliding glass walls. 
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above, the two private offices in the 
lower center part of the plan are 
serviced by the secretary outside 
the entrance to the president's 
office. 


General Office Areas 


A large business machine room 
(#9 on Plan) contains noisy mailing 
and accounting machines. This 
room has been specially treated for 
quiet, with acoustical tile applied to 
walls as well as ceiling. Air condi- 
tioning, good illumination, and 
color effectively substitute for win- 
dow lighting. 

In the large office area (#10 on 
Plan) there is a vinyl tile floor with 
an aisle of carpeting. Placement of 
desks and filing cabinets creates a 
smooth work arrangement from one 
department to another. Recessed 
fluorescent lights and grey and 
white walls combine with two win- 
dow walls to make a large, pleasant 
room. This area is also acoustically 
tiled on the ceiling. 
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Bond& Starr, Ine. 


Bond & Starr, Inc. 
Inc. 
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Gus These unusual of- 
fices were given an honorable men- 
tion because they provide a unique 
example of what can be accom- 
plished with a_ relatively low 
budget. Bond and Starr is an adver- 
tising agency. The offices are 
peopled, for the most part, with a 
creative type who are sensitive to 
their surroundings. Moreover, the 
quarters are subject to frequent 
client traffic. 

In a specially built penthouse 
atop an existing parking garage in 
the center of Pittsburgh, a combina- 
tion of luminous ceilings and lav- 
ish window area make the offices 





Light and airy offices are the rule. 
Note shelves supported by brackets 
set into movable partitions in the 
Production Manager’s office. 
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seem larger than the 4,000 square 
feet they occupy. The furniture, 
throughout, emphasizes plenty of 
table space, necessary to advertising 
work. Walls and partitions are of 
translucent glass or wooden veneer 
connected to metal splines. These 
slotted splines allow support of 
bookcases, shelves, and pictures. 
The rubber tiled floors are inset 
with ducts to carry off air circulated 
by the self-contained air condition- 
ing and heating system. 
Construction details of _ this 
unique “office on a roof” will be 
published in a future issue of 
MANAGMENT METHODS. 








A view down the central paneled cor- 
ridor shows combination of glass and 


movable partitions which can be 
adapted to almost any office layout. 





best integrated 


aeneral offices 


SMALLER COMPANY 
HONORABLE MENTION 


Bond and Starr, Inc. 
Pittsburgh, Pa. 


ARCHITECT 


John Schurko 





Number of employees: 20 


Office of the Executive Vice President 
overlooks the Alleghany River. Walnut 
conference desk has L-extension for 
more working space. 
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big space... 
small space... 
no space... 


THE EXCITING SOLUTIONS 
TO SPACE PROBLEMS 
COME FROM 








t Trademark and Patents Pending 





By now, the fundamentals of space utilization are 
pretty well known to users of L-shape furniture and 
free standing partitions. 

The stern realities of life come after the installation is 
completed. It is then that you face the question: “Are we 
getting all we should, from the money we have spent?” 

And it is then that the user of KoORDAROOMS* and 
KORDAWALLS* discovers he has purchased more than 
work stations, more than space dividers. He has insured the 
well-being of his employees, in every echelon. 

Take the KoRDAROOM. By good design . . . down to 
minutest elements ... KORDA creates a welcome 
illusion of space. 


The principles of KORDAROOM 
design are BASIC 


There’s never a restricting edge on top of KORDAROOM’s 
integral glass partitions. Nor does the end yoke of the 

glass go up to the top. Structural turns are never sharp; curves 
are marked by a generous radius. Vertical elements of the 
bookcase are thinner than the horizontal. Result: a feeling of 
freedom unobtainable in any other way... . 


























... And, with that freedom, 
the tangible evidence of solidity. 
KORDAROOM’s L-desktop is 
continuous ... never marred 
by structural cracks. 
KORDAROOM’s bookcase rests 
on the desktop, never rides 
piggyback on the partitions. 

Where the office worker 
normally reaches for a pullout, 
he'll find one, in KoRDAROOM. 
As many pullouts as he needs. 
Must he hold occasional 
conferences? Within floor space 
of 55 sq. ft., three visitors will 
enjoy ample comfort. Privacy, 
too. For KORDAROOM’s full 
height partitions are really 
full height: 6 ft. What a 
difference those extra 
inches make! 


MANUFACTURERS OF 
KORDAROOMS * KORDAEXECUTIVE 
KORDAWALLS * KORDAKOMPAKT 


(Circle 497 for more information) 
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KORDA EXECUTIVE Furniture 
works with the executive 


For the executive, KORDA tested design yields manifold 
advantages. What does this integrator-of-all-trades need? 

A place where he can work—without distraction. A place 
where he can communicate —with people. 

In 100 sq. ft. of floor space, KORDA provides a U-shape 
working surface equivalent to an 18 ft. desk, all on one level. 
Now look again at this executive. Never need he disturb 
his papers, to hold a conference. Visitors sit around 

the conference end of the “‘U.”’ Telephones, dictating machine, 
bookcase, other adjuncts of the executive life? The executive 
puts them where he wants them. 


For flexible space separation, 
KORDA WALLS give indispensable help 


Free standing partitions that fall short on any 

point can prove expensive. 6 ft. is the imperative height. 
It is KORDAWALLS’ height! 

And, with KORDAWALLS, you need no outside help for 
erecting or relocating your partitions —instantly. Parts 
are simple—no easily lost hardware. Put down your 
KORDAWALLS — they'll stay put. Heavy, densified face, 
laminated wood construction prevents them from 
“walking,” yet requires only 1 in. thickness. 

That saves precious inches—and saving inches 

saves many other things. It saves floor space for offices, 
roominess for aisles, budgets you need for other purposes. 


KORDAKOMPAKT}: the desk 
unlike any other desk! 


For the group whose work dictates a rectangular desk top, 
KORDA offers the outstandingly attractive KOMPAKT. 

All in one, it incorporates a work surface that remains a 
work surface; a place for paper storage; a shelf for references. 
Does the work require a typewriter, adding machine, etc.? 
KORDA provides auxiliary extensions—for those machines. 


KORDAROOMS, introduced in 1950, were the first du Pont licensed furniture on the market. 
before you KoRDAW ALLS and the KOMPAKT embody the same, proven approach to today’s needs, and 
permit you to integrate existing conventional furniture. 
decide on any KORDA offers you a choice of four furniture colors: medium grey, medium green, metallic mist 
° green, deep beige. Five linoleum desktop colors: mist green, dark green, dark grey, tan, brown. 
purchase, Or, desktops in Formica, etc. KoRDAROOM partitions and KorpAWALLS come with 14 in. clear 
° plate glass, partially frosted, all frosted or textured Flutex glass; chalk board, pin-up 
consider board or acoustic sections 
this: Ideas generate questions ; we'd be happy to answer yours, without obligation. Or if you wish 
only general information, ask for Data File 561. Investigate! The KORDA installation 
you want may cost /ess than the equipment you now contemplate buying. 


7 20 WEST 46th STREET, 
KORDA INDUSTRIES NEW YORK 36, N. Y. JUdson 2-1078 
(Circle 497 for more information) 
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recruiting, a personnel develop- 
ment “climate,” a  “crossways” 
organization structure, and training. 

Another example of the men in 
the Bettinger organization who 
were upgraded is Bob Plunket, a 
production worker, who was care- 
fully trained within the company, 
sent to special training courses and 
developed into a production depart- 
ment head. 

Bettinger’s outside recruiting has 
been carried out with methods 
similar to those used for internal 
upgrading: find promising candi- 
dates; measure their management 
potential (personality and attitude 
count more than experience); bring 
into the company those whose 
qualities give promise of immediate 
and long-range contribution; give 
them responsibility; and let them 
learn and develop by doing. 

The personnel development “cli- 
mate” at Bettinger results almost 
automatically from the fact that 
Bettinger is a development com- 
pany. But it also springs from the 
unique crossways organization that 
has been devised in Bettinger. 

Says Weaver: “A chart-type or- 
ganization gets in the way just 
when you need your employee tal- 
ent the most—especially for a fast- 
growing company like ours. When- 
ever abilities are needed on a prob- 
lem, we work crossways, not up and 
down, to get the maximum value 
out of the talents we have in the 
company. It’s a natural way to get 
things done and to help people 
grow.” 

Although internal training is em- 
phasized at Bettinger, people at all 
levels are encouraged to take part 
in formal training programs outside 
the company. Management train- 
ing opportunities reach to Bettinger 
people down to the level of line 
foreman and even below. 

These same personnel develop- 
ment methods that were first ap- 
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plied at Bettinger headquarters 
have since been applied at other 
locations that have joined the com- 
pany in the last few years. Weaver 
estimates that, counting manage- 


ment people at all sites, the com- 
pany now has a key management 
team strong enough to easily sup- 
port an operation 10 times Bet- 
tinger’s present size. 


PROBLEM NUMBER 2: The Financing Methods 


OBJECTIVES: 


1. Obtain working capital 


nN 


. Strengthen credit position 
3. Provide for future financing 


lo MOST SMALL COMPANIES that 
are growing, The Bettinger Corp. 
faced financial problems. 

Even initially these problems were 
severe. A local bank, interested in 
stimulating small industry in the 
community, provided some of the 
original funds for launching the 10- 
year program. But it was not long 
before product development began 
to spiral in scope, and expenses be- 
gan to mount. Although production 
orders were getting larger and more 
plentiful, development costs were 
overbalancing income. 

Within a year after the develop- 
ment program was started, it was 
clear that re-invested profits would 
have to be supplemented by addi- 
tional capital, both as a means of 
stepping up the product develop- 
ment work, and also to prepare for 
the plant development program 
that lay ahead. 

There were other aspects to the 
problem. Together with the imme- 
diate and long-range need for in- 
creased working capital, Bettinger 
faced the need for a strengthened 
credit position that would permit 
favorable short-term loans for emer- 
gencies or to cover other temporary 


drains on the company’s resources. 

These financial needs, when they 
presented themselves, were not a 
surprise. In fact, the Bettinger man- 
agement had decided during the 
preliminary planning stage that a 
supplementary objective during the 
development period would be to 
develop the company financially as 
well as in other ways—to build a 
solid foundation that would serve 
as a base for carrying out growth 
financing programs throughout the 
company’s future. 


THE ANSWER: 

Preparations were begun in 1945 
for a financing program that would 
provide Bettinger with its addi- 
tional working capital require- 
ments. The company’s management 
had tentatively selected the method 
they felt was best suited to fill 
Bettinger’s needs: equity financing 
through public sale of stock. 

This was considered by most 
people to be an unusual approach 
for a company of Bettinger’s size 
and status. Weaver and Treasurer 
Art Shaver hoped, however, to dem- 
onstrate that a public offering of 
stock could be a faverable solution 
to the problems of a small, growing 
development company. 

“Generally speaking,” _ says 
Weaver, “we found that small busi- 
nessmen have avoided public financ- 
ing for these reasons: First, they 
don't have a clear picture of the 
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complex when they consider themselves for public financing..." 


specific advantages. Secondly, they 
don’t know how to go about getting 
such financing. Third, they're afraid 
they will lose contro] of their busi- 
nesses. Fourth, they don’t know 
where their appeal to the investor 
lies. Fifth, they misunderstand the 
role of the underwriter and are 
shocked by his seemingly high fees. 
And finally, they are overawed by 
SEC regulations.” 

From almost every standpoint, 
analysis confirmed that a public 
stock offering would be the most 
satisfactory financing method Bet- 
tinger could use. For the primary 
purpose of raising working capital, 
it had an advantage over loan or 
debt financing in that there would 
be no fixed interest charges. Since 
Bettinger was already showing 
promise of substantial future 
growth, the stock would hold ap- 
peal as a capital gains investment. 
In the early years, profits thus could 
continue to be re-invested in the de- 
velopment program, rather than 
paid out in dividends. Investors 
would prefer this if the company 
showed promise of later dividends. 

Furthermore, there would be ad- 
vantage in providing marketability 
for the company’s stock. While Bet- 
tinger remained a closed corpora- 
tion, its stock would hold no value 
greater than actual book value, and 
probably no market or cash value at 
all. A public offering, on the other 
hand, would naturally give the 
stock a market value, which could 
be expected to rise. 

Public financing would strengthen 
Bettinger’s credit position for ob- 
taining short-term loans. As the net 
worth of the company increased, so 
would its line of credit. 

Another advantage that the study 
made apparent was that a market 
value for Bettinger stock might pro- 
vide a favorable means for the pur- 
chase of interests in other compa- 
nies. For example, Weaver rea- 


SEPTEMBER 1956 


soned, if a stock issue were put out 
at, say, $3.50 per share and the mar- 
ket value later increased to $7, even 
if the company’s book value re- 
mained unchanged a_ purchase 
made through exchange of stock 
would actually cost Bettinger no 
more than half the price. 

There was the question to be 
studied of whether control of the 
company might be diluted, or lost 
through a public stock offering. 
Analysis, however, showed that 
practical control would be more 
likely to be diluted if a big minority 
interest were sold to a small group. 

The major disadvantage of small 
company public financing turned 
up by the study was that, percent- 
age-wise, costs of floating a small 
issue are much higher than for large 
issues, because of the element of 
fixed costs. 

Finally, Weaver and Shaver con- 
cluded that a small company was 
justified in offering its stock to the 
public if it demonstrated one or 
more of the following appeals: 1) 
a satisfactory record of earnings; 2) 
a product that is cheaper and/or 
better, in a known market, with a 
unique potential or unusually high 
demand; 3) unusually good man- 
agement; 4) strong growth possi- 
bilities. Of these four, prospect of 
growth seemed the most important 
—and the one in which The Bet- 


inger Corp. was particularly strong. . 


When all of the facts had been 
gathered, final decisions were made 
as to how Bettinger’s first public 
sale of stock would be handled. 
First it was decided that the issue 
was to be for straight common 
shares. The amount would be very 
modest, only $200,000. A prime ob- 
jective was to create a good reputa- 
tion for future issues. The Bettinger 
management wanted to keep capi- 
talization light so that strong future 
earnings per share could be 
achieved. 


Well in advance of the scheduled 
time of the stock offering, a “best 
efforts” selling agreement was ar- 
ranged with a small Boston invest- 
ment firm. 

The offering took place in 1949. 
A few minor complications oc- 
curred, caused primarily by inex- 
perience on the part of everyone 
concerning the probems of a small 
company stock issue. Once these 
problems were ironed out, how- 
ever, the entire issue was sold with- 
in a very short time. 

A second stock issue was under- 
taken three years later, in 1952. 
This time the issue was for a 
slightly larger amount. Because of 
Bettinger’s success with the first is- 
sue, it was possible to handle this 
second issue on a firm underwriting 
basis through a large New York in- 
vestment banking firm. Instead of 
straight common stock, the issue 

(Continued on page 114) 


“For flexibility and strength, we di- 
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consisted of common shares plus 
warrants. For each two shares pur- 
chased, the investor received a war- 
rant to buy another share up to 
mid-1955. Since the forecast was 
good that market value of the stock 
would increase, the warrants pro- 
vided a special incentive for in- 
vestors. Assuming the execution of 
the warrants, this also provided 
Bettinger with a potential for addi- 
tional capital at a later time—with- 
out the additional expense of an- 
other stock issue and with very little 
dilution of the stock. 

This second issue was even more 
successful than the first; in addi- 
tion, by the end of the eligibility 
period, about 99% of the warrants 
had been executed. 

Robert Weaver is now more con- 
vinced than ever that many small 
businesses can benefit from public 
financing when conditions are right 
for them to do so. He has authored 
a special report on the subject for 
the Small Business Administration. 
He estimates that there are over 
100,000 small companies in the 
U. S. that could be using public fi- 
nancing to advantage. 


PROBLEM NUMBER 3: 


Product Development 


OBJECTIVES: 


1. Get research on target 
2. Diversified product lines 
3. Program new markets 


CCORDING TO THE OVER-ALL PLAN 

that had been devised at the be- 
ginning of the 10-year development 
program, product development was 
to be anchored on the principles of 
diversification, flexibility and mar- 
ket depth. Here is how these prin- 
ciples were to be applied: 

Diversification was to be both 
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vertical and horizontal, providing 
balance for strength under any eco- 
nomic conditions. Vertically, prod- 
uct development would center in 
the separate areas of architecture 
(a product field) and industrial ap- 
plications (a processing field). Hori- 
zontally, each of these two areas 
would be sub-divided into product- 
type categories. Under architecture 
would be: monumental buildings, 
schools, homes, and industrial struc- 
tures. Under industrial applications 
would be: automotive, aircraft and 
marine; atomic energy and elec- 
tronics; and industrial corrosion re- 
sistance applications. 

Flexibility would be provided 
through a third vertical category for 
miscellaneous products. Here 
would be included conventional 


"There are limit- 
less possibilities 
- « e We've tapped 

only a small 
portion." 





products and those resulting from 
the research work that were suited 
to the company’s facilities but not 
necessarily related to either archi- 
tecture or industrial applications. 

Market depth was taken into con- 
sideration in two general but flexi- 
ble rules. Rule One was that the 
market for a new Bettinger product 
must be growing and show evi- 
dence of real future growth. Rule 
Two was that the over-all market 
must hold enough depth so that 
even a fraction of the total would 
make for a large, profitable volume. 

In theory, the plan was sound. 
The problem remained to put it 
into operation and get results. 


THE ANSWER: 

The Bettinger management has 
formed the habit of never discrimi- 
nating against an idea. The scores 
of new products, and the new ma- 
terials and processes that have 
emerged from the Bettinger devel- 
opment lab in Waltham, Mass., 
have been based on ideas, needs 
and problems emanating from every 
conceivable businessmen 
(escalator step risers); clergymen (a 
ceramic-on-steel church _ steeple); 


source: 
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The first book on scientific inventory control written for the practical operating man 


HERE IS THE FIRST and only book 
on mathematical inventory control 
written for the man who must do 
the job himself. It is not a text 
book—nor is it a theoretical study. 
Instead, it plunges directly into the 
heart of your problem—HOW 


MUCH to make or buy, and 
WHEN to make or buy it. 
Scientific Inventory Control 


shows how modern business mathe- 
matics can give you the answers 
to these questions—but you don’t 
have to be a mathematician to 
read and use this handbook. 86 


SLASH THE COST 
OF CARRYING 


with this remarkable “how-to” book > 
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easy-to-understand tables and fig- 
ures “lead you by the hand” 
through proved-in-use formulas that 
are now being used to control in- 
ventory in dozens of well-managed 
firms. 

You will find valuable guides 
on how to establish the proper 
safety margins to avoid out-of-stock 
situations . . . how to evaluate the 
quality of lead-time data... . how 
to compute order quantities when 
usage is variable . . . . how to han- 
dle the quantity discount problem 
. .. . how to make a scientific in- 


Reconciles the conflict between production and procurement 


You've heard the argument between production and purchasing men. 


The purchasing department says: “Why can’t we buy in larger quantities 
. why must the requisitions for the same item be placed repetitively?” 


3 


ih 


that inventories cost money . 
over?” 


items subject to frequent change. 





formulas, 


The production department says: “Why can’t Purchasing understand 
. that profits result from inventory turn- 


Scientific Inventory Control will reconcile these two points of view in 
the only positive, practical way—with mathematical proof that can be 
readily understood and applied to standard material items as well as 


TABLE OF CONTENTS 
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“Scientific Inventory 
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ventory study. And you'll under- 
stand the practical language be- 
cause Scientific Inventory Control 
was written by a practical operat- 
ing man—Evert Welch, Director of 
Procurement for the Aeronautical 
Division of Minneapolis-Heney- 
well. 


Don’t pay unless you're satisfied 


You can prove to your own satis- 
faction that chis new book will save 
you money — without risking a 
cent. Glance at the table of con- 
tents below. If the subject matter 
seems to fit your firm’s problems, 
fill in the coupon below or the 
order card bound into this issue 
of MANAGEMENT METHODS. 
We will send you your copy 
of Scientific Inventory Control 
promptly. Examine the volume for 
5 days, test out a few of its for- 
mulas, satisfy yourself that you can 
use it profitably to reduce inventory 
levels. Then, if you are completely 
satisfied, send us a check for = 
$12.50. Otherwise, return the book = 
without obligation. = 
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Chapter l—introduction to 
scientific inventory control 
Why formulas are advanta- 
geous in the determinations 
that create inventory, and 
why the usual approaches 
may fail. 


Chapter II—distribution-by- 
value in inventory 

How to analyze inventory 
in terms of relative annual 
usage to properly allocate 
emphasis to various parts. 


Chapter III—working and 
safety stocks 

How to identify the two 
segments of any inventory: 
stock for usage and pro- 
tection against stockout. 


Chapter IV—an initial ap- 
proach to the order quan- 
tity decision 

How to make cost reduc- 
tions in working inventory 
without making the usual 
cost studies of carrying in- 
ventory or order placement. 
Chapter V—the usual ap- 
proach to scientific order 
quantity formulas 

How to derive the standard 
formulas from cost data and 
how to determine the 
proper values for that data. 


Chapter VI—order quantity 
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graphs, 
nomographs and rules 

How to make and use a 
large variety of tools for or- 
der quantity determination. 


Chapter VII—order quantity 
formulas under variable unit 
costs or quantity discounts 
How to modify order quan- 
tity decisions where there 
are tooling or setup charges 
or where the price changes 
at fixed quantity discount 
points. 


Chapter VIII—order quan- 
tity formulas under variable 
usage 

How to use order formulas 
where the projected usage 
is a variable. 


Chapter IX—order quantity 
and the electronic computer 
How the computer of the 
future will make analyses. 


Chapter X—scientific order 
cuantity summarized 

How to anticipate some 
problems of scientific order 
formula. 


Chapter XI—an _ introduc- 
tion to scientific reorder 
point theory 

Why the reorder point de- 
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cision is important in inven- 
tory and how it creates a 
buffer stock for the reduc- 


tion of inventory failures. answer to satisfactory in- = 
Chapter |X The impor- ventory performance. 

ance of leadtime in the re- 

order point problem Chapter XV-—safety stock 


How to evaluate leadtime 
data in the determination 
of reorder points. 

Chapter XIII—the impor- 
tance of usage in the re- 
order point problem 

How to evaluate usage data 
in the determination of re- 
order points. 

Chapter XIV—The impor- 
tance of order frequency in 
the reorder point problem 


Why stock failures as a 
percentage of the number 
of orders is only a partial 


formulas and applications 
How to prepare a formula 
for manual or data com- 
uter use and for overall 
improvement of inventory 
performance. 


Chapter XVI—making an 
inventory study 

How to make use cf scien- 
tific principles in a Cyeeont 
application to a simple in- 
ventory. 
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“It is surprising what can be done using a 
suppliers’ salesmen (outdoor movie 
screens of ceramic coated panels); 
artists (murals for building ex- 
teriors); doctors (hypodermic 
needles with ceramic coating on the 
inside); the government (ceramic 
coated jet engine parts); educators 
(a huge 28-foot world globe fabri- 
cated of porcelain enamel curved 
sections); Bettinger employees 
themselves (home roofing shingles); 
architects (ceramic-on-steel chalk- 
board); school officials (21 different 
uses for ceramics-on-metal in the 
new Whiting Lane School in West 
Hartford, Conn.); and so on. 

Some of the products that are 
now leaders in the Bettinger line 
were purchased in undeveloped or 
semi-developed stages from other 
companies. Examples are V-Corr in- 
dustrial roofing and siding and Star- 
fire ceramic-on-steel wall tile. 


Product Development 
Techniques 


When the Bettinger development 
program first got underway, the 
engineers and production people 
went to work pushing back the over- 
all limitations of what ceramics- 
on-metal could do. They sought 
ways to make coating that would 
not chip; to develop coatings that 
were not shiny; to develop better 
and cheaper processes and a wider 
range of suitable material that 
would withstand greater tempera- 
ture and corrosion. 

Meantime, Weaver, Cannistraro, 
the salesmen, and others in the 





specifically identified goal.’’ 


company were out in the field 
searching for specific new applica- 
tions and potential new customers. 
When a problem was found that 
seemed to fit into the scope of the 
development plan, it would be 
measured against questions such as 
these: Will the solution to this 
problem provide Bettinger with a 
large potential market? If not, will 
it at least provide a practical op- 
portunity for Bettinger to try out 
new processes and new materials? 
Will the solution to this problem 
serve to stimulate interest among 
other potential customers? 

If the answer to one or more of 
these questions was a strong yes, 
meetings would be held to discuss 
the problem. Because of Bettinger’s 
relatively small headquarters staff, 
it was not difficult to include all 
levels of personnel in these meet- 
ings at one time or another. Partici- 
pants were encouraged to move 
away from ordinary thought pat- 
terns and view the problem from 
different perspectives. Keynote of 
each meeting was: It’s got to be 
done somehow-let’s find out how. 

Because of this pre-selection and 
brainstorming process, it has been 
seldom that a problem has entered 
the Bettinger research laboratory 
without emerging clothed in a prac- 
tical solution. 

Says Weaver: “It is really sur- 
prising what a handful of brilliant 
technicians can do when they are 
working together on a well con- 
ceived, specifically identified goal.” 


Today 90% of Bettinger’s dollar 
volume is in products developed in 
this way during the development 
years. Only the strongest products— 
those designed to fill a diversified 
range of basic and growing needs— 
are permitted to command a posi- 
tion of prominence in the com- 
pany’s product lines. The others are 
for the most part left in the back- 
ground. 

In June of this year, a top engi- 
neering firm completed a thorough 
study of Bettinger’s product devel- 
opments and placed a cost value of 
well over $3 million on the work 
that has been done. 


PROBLEM NUMBER 4: 


The Expansion Plan 


OBJECTIVES: 


1. Gain key plants and people 
2. Tap world-wide markets 
3. Realize profit potential 


y 1952, THE BETTINGER CORP.'S 

product development work was 
well on its way and products were 
being market proved. The time had 
come, therefore, in accordance with 
the over-all plan, to begin shifting 
attention to the final phase of the 
10-year program: organizing a co- 
ordinated network of improved 
plants for the manufacture of Bet- 
tingers new products in strategic 
markets throughout the world. 

Physical plants, important as they 
were as a factor in Bettinger’s pro- 
posed expansion plan, were not the 
only—or necessarily the prime—con- 
sideration. The human factor was 
also importantly involved. 

Here is how Weaver explains this 
point: 

“Our main purpose was to build 
associations with companies that 
could help us expand. The underly- 
ing principle we had determined to 
follow in making these associations 
was to concentrate on people—to 
connect with people who could 
contribute to the Bettinger organi- 
zation and who possessed the same 
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Series C BURROUGHS Calculator. 
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With this far advanced Burroughs two-total 
Calculator, peg board accounting is made 
easier, faster than ever. The Calculator speedily 
cross-adds all items from the original forms for 
line totals—simultaneously accumulates a grand 
total of all line totals. You get final tesults—a 
consolidation of all forms from a single‘handling. 
It’s refreshingly easy to operate. New color and 
new quiet boost morale, too. For a free demon- . 
stration, or full information on peg board 
accounting, call our nearest branch. Burroughs 
Corporation, Detroit 32, Michigan. 


srs gsi tent 


* PEG BOARDS AND SUMMARY STRIPS MANUFACTURED AND SOLD BY CHARLES R HADLEY COMPANY, SUBSIDIARY OF BURROUGHS CORPORATION. 
(Circle 412 for mcre information) 
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philosophy and thinking on such 
matters as diversification as our 
own. This was important. All of the 
Bettinger management people were 
—and still are—very idealistic about 
what we are doing. So from the 
very beginning, we felt the need for 
a completely sympathetic and com- 
patible attitude on the part of any 
and all people who were to become 
a part of The Bettinger Family. 
With the small development com- 
pany as a base, Weaver and his as- 
sociates did not have great finan- 
cial resources at their disposal. 
However, the second public stock 
offering, which took place in 1952, 
was timed to coordinate with the 
beginning of the plant development 
program, making additional capital 
available. Furthermore, the first 
half of the development program 
had provided Bettinger with two 
major assets that had been calcu- 
lated to serve as a strong incentive 
for other companies to join in form- 
ing the proposed Bettinger Family. 
First, there were the engineering, 
production and related types of 
know-how that had been accumu- 
lated in Bettinger. Second, there 
was Bettinger’s prestige, which had 
been steadily growing in solid 
strength. These assets were recog- 
nized as holding a special kind of 
advantage: they could be used to 
benefit affiliated companies over 
and over without being depleted. 


THE ANSWER: 


Using some of the capital ob- 
tained through the second public 
stock offering, the Bettinger man- 
agement was able to kick-off the 
plant development program by 
making two strong moves in 1952. 

First, negotiations were com- 
pleted for Bettinger to obtain 100% 
of the capital stock of Toledo Porce- 
lain Enamel Products Co., in To- 
ledo, Ohio. This company had its 
own strong reputation as a pro- 
ducer and several management 
people with high levels of produc- 
tion experience (e.g., Sylvan Chap- 
pius, now President, and Daniel 
Meeker, now Vice President). The 
company was favorably located to 
serve the huge industrial and archi- 
tectural markets in the mid-west. 

Secondly, a 55% controlling own- 
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Diagram of The Bettinger Family of Companies 


ership was obtained in Porcelain 
Enamel Products Corp. (PEPCO), 
in Rehoboth, Mass., a newly organ- 
ized company formed from three 
other small firms. This company 
also provided Bettinger with highly 
qualified management personnel, 
plus high speed equipment. 

Tne next year was devoted to 
plant improvement. At Toledo, a 
new production line was installed 
for the efficient production of 


‘ceramic coated industrial roofing 


and siding. At PEPCO, a continu- 
ous production line was installed 
for making ceramic-on-steel wall 
tile. At Bettinger headquarters in 
Waltham, product development 
and laboratory facilities were ex- 
panded, in addition to the con- 
struction of high temperature 
ceramic processing facilities. 

In 1954, two more small firms be- 
came affiliated with Bettinger, con- 
tributing people and products as 
well as plants. A 49% ownership was 
obtained in Sico, Inc., Portsmouth, 
N. H., which had developed a 
unique insulating core material par- 
ticularly suitable for use in Bet- 
tinger curtain wall panels, one of 
Bettinger’s largest volume architec- 


tural products. A leading engineer 
became a part of the Bettinger 
group through this affiliation. 

A 10-year facilities and_ sales 
agreement was signed with Halrick, 
Inc. of Danbury, Conn. This com- 
pany, headed by another leading 
technical expert, had developed a 
wide range of practical applications 
for ceramic coated aluminum. 

Weaver concedes that there are 
still big weaknesses in the pattern 
formed by companies making up 
the domestic branch of The Bet- 
tinger Family. For example, there 
are no Bettinger plants in the South 
or on the West Coast. He re-em- 
phasizes, however, that the purpose 
of. the 10-year development pro- 
gram has been to provide a founda- 
tion only—a beginning for con- 
tinued expansion in the future on a 
high production and profit basis. 


Internationalization 


The approach that had been 
planned for expanding into foreign 
markets was through licensing 
agreements with existing manufac- 
turers. Preparations for interna- 
tionalization had begun years in 
advance with intense studies 1) to 
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. reports Mr. Donald Farquharson, 
Comptroller of Mars, Inc. 
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CUMMINS Perforators eliminate duplicate pay- 
ments . . . make it impossible to re-use disburse- 
ment authorizations 


Mars, Inc., one of the nation’s leading candy producers, 
safeguards their accounts payable operations by cancel- 
ing invoices and all supporting documents in a Cummins 
300 Perforator. They simply insert a bundle of up to 
20 papers in the machine and automatically punch 
PAID, the Date and MARS in one swift operation. 


Many accounting executives specify that all pages in a 
voucher or invoice bundle be stamped PAID when the 
check is issued. This is hard to enforce. At the time of 
an audit, they are often shocked to find many docu- 
ments missed or only the top sheet stamped on most of 
the PAID bundles. 


A Cummins Perforator insures effective cancellation of 
every document in every bundle with a substantial sav- 


YOU CAN SAVE 10% ON YOUR 
FIDELITY INSURANCE COST 
. this new booklet tells how! 


Write for the “Hole Story” which explains 
how you can prevent fraud in cash 
disbursements, stop inventory losses, 
and save on your insurance premiums. 


(Circle 421 for more 
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ing in clerical labor — and close supervision is not re- 
quired to see that it is done. This is because it is easier 
to cancel a complete bundle with a Cummins Perforator 
than to hand stamp only the top copy. 


Busy offices find the Cummins Perforator a real time- 
saver as well as a safeguard ... one operator can mark 
papers at the rate of 20,000 per hour. And it is so simple 
to operate that clerical help “‘catch on” in minutes. Built 
to last, yet it can be moved as easily as a typewriter. 


Ask your CPA 
Recommended by leading public accounting firms. Your 
CPA will be glad to give you advice on the subject. 


Your Cummins representative is listed in your classified 
telephone directory. Look for AAC—CUMMINS (Auto- 
matic Accounting Controls) under “Perforating Ma- 
chines”. Call him for a demonstration . . . ask him how 
a Cummins Perforator can reduce insurance costs. 







IN BUSINESS AND BANKS SINCE 1887 
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CUMMINS BUSINESS MACHINES 


Division of Cummins-Chicago Corporation 
4740 North Ravenswood Avenue, Chicago 40, Illinois 
SALES AND SERVICE OFFICES IN ALL PRINCIPAL CITIES 
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PROFILE OF A NEW KIND OF MANAGER: 


determine which world markets 
held the strongest potential for 
Bettinger products, and 2) to deter- 
mine which company in each of 
these markets was best qualified to 
produce and sell these products. 

There were two major points in 
the proposed contracts. First, for- 
eign companies would make and 
sell Bettinger products in their own 
markets on a royalty basis. This 
would provide Bettinger with its 
profit. Second, each licensee would 
pay Bettinger an initial fee and a 
monthly technical fee to cover the 
cost of a broad range of services to 
be provided by the Waltham tech- 
nical staff. All such fees would be 
used for continued research and de- 
velopment work. 

The licensing agreements were to 
run for 20 or 25 years. Before be- 
coming committed to a series of 
such long range agreements, the 
Bettinger management decided to 
test the workability of the plan with 
a pilot agreement. Thus, in 1953, 
the first 25-year royalty and tech- 
nical service fee agreement was 
signed with Graham Bell Ltd., a 
well staffed porcelain enamelling 
firm in Ontario that was enthusi- 
astic about the growing markets in 
Canada for Bettinger products. Un- 
fortunately, soon after the agree- 
ment was signed, the Graham Bell 
plant was totally destroyed by fire. 

In all arrangements with other 
firms, Weaver has operated on the 
thesis that “no deal is any good un- 
less it benefits both sides equally.” 
Following the Graham Bell fire, he 
had an opportunity to demonstrate 
what he meant. On the basis of his 
own experience with The Bettinger 
Corp.’s public financing program, 
he took the lead in arranging a pub- 
lic sale of stock for the Canadian 
firm. The offering was a success and 
as a result, by mid-1955, Graham 
Bell had in operation one of the 
largest and most modern plants of 
its kind in North America. 

Bettinger now owns 18% of Gra- 
ham Bell and, thvough an agree- 
ment with previous stockholders, 
has been assigned voting rights to 
more than 50% of the stock for a 10- 
year period. Weaver now serves the 
company as board chairman. 

Despite the re-organization -: 
Graham Bell, the pilot licensing 


agreement there provided the ex- 
perience necessary to determine 
that the plan was workable. 

On the basis of its pre-planning, 
the Bettinger management was in 
a strong position when it began 
seeking to arrange licensing agree- 
ments with foreign manufacturers. 
As early as 1947, representatives of 
foreign firms had accepted invita- 
tions to visit the Waltham plant 
during visits to the U. S. Through- 
out the development program, 
Treasurer Art Shaver, a Canadian 
by birth, has been able to apply the 
extensive experience in  interna- 
tional business operations that he 
acquired while with the Ferro 
Corp. Weaver himself, while carry- 
ing out duties as a consultant with 
the Small Business Administration, 
had been able to use his trips to 
Washington as opportunities to 
gather government information 
that would be helpful in negotiat- 
ing agreements with foreign firms. 

As a result of long range, coordi- 
nated preparation, the actual nego- 
tiation with foreign firms has gone 
smoothly. Four foreign firms joined 
The Bettinger Family late in 1955. 
Negotiations with six others are now 
in various stages of completion. 

One of the companies presently 
affiliated with Bettinger is Mannes- 
mann-Stahlblechblau, in Dussel- 
dorf, Germany, the second largest 
steel manufacturer in Europe. The 
others are Elailleries CRAHAIT, 
Gosselies, Belgium; Inter-Island 
Gas Service, Inc., Manila, Philip- 
pine Islands; and Vitreous Enamel- 
ling Corp. (Pty.) Ltd., Cape Town, 
South Africa. The six companies ex- 
pected to sign agreements with Bet- 
tinger before the 10-year research 
and development program ends 
next year are located in South 
America, Scandinavia, England, 
Italy, Switzerland and Japan. 

As The Bettinger International 
Family of Companies has grown, its 
headquarters in Waltham, Mass., 
has become more and more a coor- 
dination and control center. The 
Waltham plant has become a pilot 
operation for testing and improving 
processes. The technical and ad- 
ministrative personnel there have 
become virtually a _ consulting 
group, providing a constant flow of 
services to Bettinger’s various sub- 


(Continued from page 118) 


sidiaries, affiliates and licensees. 
Equally important, the research 
and development work continues, 
aimed at finding more and better 
applications for ceramics-on-metal. 

“Although our formal 10-year de- 
velopment program is now coming 
to a close,” says Weaver, “we feel 
that Bettinger will always be a de- 
velopmental company in addition to 
being a large and—we hope—profit- 
able producer.” 

Weaver's hope seems to be on the 
road to realization. The first six 
months of this year produced more 
profit than any full year since the 
original financing. Production and 
profit, Weaver says, have been run- 
ning a year ahead of schedule. 


Profile of the New Kind of 
Manager 


Many factors and certainly many 
people have contributed to the suc- 
cess of The Bettinger Corp.’s 10- 
year research and development pro- 
gram. Predominant, however, have 
been the modern, scientific man- 
agement methods applied by 
Weaver and his management team. 
Planning. Research. Human rela- 
tions. Communications. Personnel 
development and training. Organi- 
zation, teamwork, and the practice 
of enlightened leadership. 

Robert A. Weaver, Jr. is a pro- 
fessional administrative manager. 
His management formula includes 
his own ideas, his own viewpoint, 
and even his own personality—plus 
the definite influences of the indi- 
vidual management people with 
whom he works. But in the final 
analysis, the basis of his formula 
are the tested principles of scien- 
tific management. m/m 
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private office auditorium 


Comfort Cushioned 
Styled in Steel 


@ Check these value features! All-steel, comfort-cushioned, saddle- 
shaped seat. ‘‘Ladder” or padded backrest, contour-curved for comfort. 
Legs extended in rear to protect walls. Rubber-cushioned steel glides. 
Bonderized metal frame—in smart new square tubing—with chip- 
resistant, baked-on enamel finish in six colors. Washable plastic uphol- 
stery in choice of patterns and colors. Get full information on Cosco’s 
complete line of institutional and office seating, as well as Cosco’s new 
chairs, settees, sofas and occasional tables. 

Find nearby Cosco dealer in yellow section of phone book, or clip 
coupon to your letterhead and mail today! 


{ 
Office Furniture Division loopr. 1956) 
Hamilton Manufacturing Corporation, Dept. MM-96, Columbus, Indiana | 
3 Gentlemen: 
: Please send information on: [_] Complete line COSCO Office Chairs 

[_] 22-L and 23-L General Chairs [_] New COSCO Business Furniture 

PUR a ea aenccccanence aonchcaaeginaad Sacesbeseiieas canee nt caabaeetenhiemanaadmeinelel “ ! 
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Model 22-L 


($13.95 in Zone 2: Texas 
and 11 Western states) 








Model 18-TA Model 15-F 
Executive Posture Chair Secretarial Chair 

$48.95 ($51.45 in Zone 2) $29.95 ($31.95 in Zone 2) 
———4 








COSCO Business Furniture offers comparable values in 
Chairs, Settees, Sofas, Tables 
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Invincible general office group 
in Cool Green 





The office comes to life 


when its INVInNCIble 
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Your office can be more efficient... more pleasant... 
with colorful, business-engineered Invincible metal furniture 


Office efficiency is stepped “way up by functional colors, 





and Invincible has them! Finishes range from soft greens 
to rich mahogany, and there’s a wide variety of units all with 


Invincible’s business-engineering for peak utility and 





comfort. They’re strongly built of steel — cleanly, 


smartly styled — and drawers of desks and files 





glide quietly. It’s easy to custom-plan an ideal executive 















‘ii dice aa or professional or general office when you 
| e ; choose from the colorful new line by Invincible. re] . Aes 
PP tenn > | ‘ 
| U Het LY i A request on your letterhead brings you the new | A > > 
7 | aly full-color Invincible catalog, without cost. — . ASE 
Or see your Invincible dealer. 
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The Operating Executive 


INVINCIBLE 


4 Metal Furniture Company « Manitowoc, Wisconsin 


In Canada; A. R. Davey Company, Ltd., Factory Representative 
4 174 Bedford Road, Toronto 5, Canada 


(Circle 439 for more information) 





Time to 


promote him to a private office... 
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